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Rough Proofs 


Gladys the beautiful receptionist 
says she sees a lot of foreign 
countries are complaining that 
they’re short of dollars, and after 
returning from her vacation she 
knows just how they feel. 

vvry 

Otto Guenther, who has been 
in the agency business for 62 
years, says it’s the nuts who are 
most successful at it. That’s a 
secret of the business agency men 
are expected to reveal only to 
their wives. 

vwy 

The Federal Reserve Board 
must be more than a little an- 
noyed with people who don’t 
hang on to their cash, as it is now 
referring to these enthusiastic 
spenders as “dissavers.”’ 

vwyY 

That new poster shows a squir- 
rel in an oak tree observing the 
sign carved on the trunk, “Fords 
Love Ford Service,” and it’s to be 
hoped he’s not saying, ‘“‘Nuts.” 

v v7 v 

Sport’s September cover shows 
Joe DiMaggio smiling as he drapes 
a brotherly arm around Dom, 
who doesn’t look quite so happy. 
Wonder if the current American 
League standings have anything 
to do with it. 

vey 

According to the researches of 

Rough Proofs’ Washington politi- 


JUST SQUEEZE IT—Jules Montenier's 

new flexible plastic bottle needs only 

a squeeze to produce a fine spray of 

liquid deodorant. No messy fingers, 

no rubbing, and no danger of rotting 

clothes are sales features of the new 
product. 


Squeeze Bottle 
Plus Deodorant 
Make Great Team 


Ex-Professor Plans 


cal experts, Senator Brewster isn’t 
so sure now the Republicans are 
going to nominate him for vice-| 
president. 
v v v 

The International Typographical 
Union will get around the Taft-| 
Hartley law by not signing con- 
tracts. The media reps hope the 
advertising field isn’t tempted to 


| 
follow suit. 
vv 


Failure to sign advertising con- 
tracts would deprive a lot of good 
people of the opportunity for 
good publicity, with’ buyers and 
sellers gazing lovingly at each 
other and the contract. 

vy BF 

Plans for a television set in 
every room of the new hotel in 
Dallas to be built by Rogers Lacy 
seem a little less exciting when 
you learn that Mr. Lacy also plans 
to build a video station. 

vgweyY 


William J. Battersley, of the 


P&G advertising staff, was the vic- | 


1 of a masked robber recently, 
and the boys in Minneapolis are 
hoping the Lone Ranger hasn’t 


Nat'l Distribution 
of 'Stopette' 


Cuicaco —It took a former 
chemistry professor to come up 
with one of the most amazing de- 
velopments in the cosmetic field 
in the past five years—a liquid 
deodorant in a _ flexible plastic 
bottle, squeezable to the last drop. 

When the product, Stopette, 
was introduced in Chicago late 
last July, one 300-line department 
store newspaper ad and supporting 
publicity resulted in a complete 
sell-out of more than 1,000 bottles 
in three days. 

The new plastic bottle need 


an atomizer, and a fine spray of 
deodorant emerges from the hole 
at the top. No rubbing, no dribble, 
no danger of breakage or of rotting 
clothes, no burning, and no leakage 
are claims made for the product. 


Introduced in 8 Cities 


| To date, only trade publications 


|and introductory cooperative 


| newspaper copy have been used, 


Paae : as Stopette made its debut in 
Tayes GS Uap eserves. | Milwaukee, Minneapolis-St. Paul, 
ic o> |St. Louis, Kansas City, Detroit 


A Manchester shoe manufac-| 


rer calls the product Sundials, 
ich doesn’t seem any tco at- 


ng for Allen’s Footease. 
vwrY 
The Holt Printing Company, of 
o, N. D., says that they print 
thing but money. Well, how 
a small selection of trav- 
’ checks, bonds or handsomely 
ived stock certificates? 
, VF F¥ 
Vhen Bill Corum finally decides 
‘0 give up on the St. Louis Cards 
a the National League entry in 
‘ne world’s series, it’s about time 
irt hedging your bets. 


t 


Copy Cus. 


(Continued on Page 49) 


Greenbelters 
Protest Prices, 


Limited Services 


Monopoly Charge, 
Tax Exemptions 
Denied by Co-op 
WASHINGTON — Out at nearby 


Greenbelt, Md., one of three re- 
maining experimental ‘Tugwell 


only be pressed like the bulb of | 


ctive to people whose feet dur- | A New Feature is ie 
the recent heat wave have been | 


towns” for families of modest in- 
comes, residents are currently 
battling over allegedly high prices 
and inadequate services at con- 
sumer-owned Greenbelt co-op 
stores. 

Some Greenbelters, including 
the town’s elected mayor, want 


ing Administration—to open this 
$2,500,000 market to private busi- 
| ness, so the co-op will have direct 
| competition. 

| Other Greenbelters — possibly 
| more of them—are perfectly con- 
| tented with things as they are, for 
|in general Greenbelt is nicely ful- 
| filling all Dr. Tugwell intended 10 
years ago, when his Rural Reset- 
|tlement Administration planned a 


|;network of communities where 
families could 


|*modest income” 


their “landlord’—the Public Hous- | 


- Announcing MEW POSTWAR 
OLD DUTCH CLEANSER 


ACTIVATED 


| mente \ yrremy ouvvenent) S 
2) {masse evoannto! i om 
Yaa Lease Rabing) 
te aes 
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New Point-of-Sale 
Service Launches 
Houston Program 


To Cover Southwest 
Soon; Armour Signs 
for Three Products 


ow Citing ats 
eee 


Your Beoter Hos BY 


Houston — National Point-of- 
Sale Label Service, Inc., organ- 
ized here last December (AA, 
Dec. 23, °46), has completed re- 
search and development of basic 
features of its “Wilson System” of 
point-of-sale advertising and mer- 
chandising, and has begun opera- 
magazines, and being plugged on the | tion in 200 independent and chain 


= com Cece ee ee _ 
$d PSE RIE SANE PUAN URC TM TRAIN OF Mnne:TT IT 


IT’S ACTIVATED—The new postwar 
Old Dutch cleanser is being boosted 
with this color copy, appearing in full 
pages and on covers of women's service 


| 


| 
| 
| 


Cudahy-sponsored radio programs in a | grocery stores for the initial test 

drive which broke late last month. | in Houston, said Joe W. Edwards, 

Grant Advertising, Chicago, handles | vice-president and general man- 
the account. 


| ager. 
PIB and LNA 
contacted. 


ice. About 50 others are being 


Armour & Co., Chicago, for dog 
| food, canned meat and soap flakes, 
| and Mrs. Tucker’s Foods, Inc., 

Sherman, Tex., are the first ad- 

i C { { vertisers to sign for the new serv- 
i | The company is now signing ex- 
| clusive contracts with other groc- 

in MAB Setup ery stores in Houston, Mr. Ed- 
wards added, and plans to expand 

immediately to Beaumont, Gal- 


New York — The seteiocineine’ 


| find “a community life which will| porated Publishers Information| veston, Port Arthur and other 


| be better than they now enjoy.” 
Income Up to $3,600 
|flation, the average 


| gone to $3,600. 


income has 


When Greenbelt noted its 10th| bine the best features of the two | 
birthday recently, President Tru-| services, insure through thor-| 
|man exclaimed, “Its story ought to |oughly modernized methods the 


be better known.” Greenbelters 
have comfortable homes, modest 


rents, neat streets and landscaping, | linage and revenue, and make for 
healthful living conditions. Their! faster and wider distribution of|are installed on walls and ledges 


community of 7,100, including a|the monthly PIB reports through-|of stores under contract. 
large proportion of children, has/| out the advertising business.” 


yet to have a single traffic fatality. 
(Continued on Page 52) 


Originally, Greenbelters earned | signing of contracts with Leading | west. 
| an average of $2,200. With in- | National Advertisers, Chicago. 


| 


, Bureau has taken the final step in| towns within a 100-mile radius, 
| its reorganization under the Maga- and later to other markets in 
zine Advertising Bureau with | Texas and the South and South- 
National coverage would 
follow. The service would also be 


The new setup, to go into effect | applied to drug and other outlets. 
Jan. 1, PIB explained, “will com- | 


‘Standard Car Card’ Size 


_ The service provides for the or- 
| Sanized and controlled placement 
of advertisements in standard oak 
frames — largely 11x 28-inch 
“standard car card’ size — which 


continuity of the 35-year-old PIB | 
reporting of magazine Pipher aay i 
| 


The rate to advertisers averages 
Several weeks ago (AA, Aug.| about 6 cents per thousand circu- 
(Continued on Page 51) lation, it was explained. The serv- 


500,000. 
Southern Agriculturist. 


ily happiness has to be planned.” 


LOUISVILLE — 


in Town,” 


| Ryan, Chicago, is the agency. 


Last Minute News Flashes 
Life Insurance Institute Boosts Ad Budget 


New York—Institute of Life Insurance has increased its advertis- | the medium goes to the service 
ing budget about $100,000 for the 1947-48 campaign to a total of $1,- | 
The newspaper list has been expanded slightly to a total 

of 375 and the farm publication list increased to five with addition of 
The campaign, starting this month through 
J. Walter Thompson Company, will continue to emphasize that “Fam- 


Brown-Forman Renews King Red Label Whisky Ads . 
Large-space newspaper copy in Chicago last week |] 000 Miles Away, 

signaled the return of Brown-Forman Distillers Corporation’s King | 

Red Label blended whisky to the market. 

the ad features Red Label blend 

well as the more expensive King Black Label blend. 


ice grants 15% commission to 
recognized advertising agencies 
|and 2% cash discount. Contract 


| with store owners provides that 
two-thirds of the revenue from 


and one-third to the store owners. 

Mr. Edwards emphasized that 
the service represents primarily 
the retailer. The plan has been 


‘CBS Video Seen 


Headed “Hey! Red’s Back | 


: Back |] ]Jinois Man Says 
“at a budget price” as | 


Ruthrauff & | New York—WCBS-TV has re- 
|ceived its most prized fan letter. 


R - The tribute came from R. E. 
pe 7 : Smith Named Merchandising Head of Butler Bros. Nord, a looker-in in St. Charles, 
Advertising in the Cuicaco—W. Lynwood Smith, who joined Butler Brothers in 1942 | I1l—1,000 miles from the station. 
Test Stage’ on Page and since last March has been in charge of its New York office, has | He wrote: “Just as clear and dis- 
54 Other features: | been appointed director of merchandising and takes over his duties | tinct as if it were a good clear 

| . ‘ |at the company’s executive headquarters here Sept. 2. Earl Tanner | snapshot. As proof for skeptics 
| Ad-libbing 12| Johnson, who joined Butler early this year, has been named assist- | who might doubt his picking up 


| Advertising Market Place 
| Department Store Sales 
Editorials 
Feature Page 
| Getting Personal 
| Information for Advertisers 
In Washington 


Private Lines . 
Rough Proofs 
| Voice of the Advertiser 


37 


44 


Starting in 


| zines, business papers and newspapers in larger cities are being sched- 
\ uled for the fall campaign. 
(Additional News Flashes on Page 55) 


48| ant merchandising director in charge of the New York office. 


39 | . ° ° ° ° 

i2| Burlington Mills Appoints Hirshon-Gartield 
New YorK—Burlington Mills Corporation has switched the adver- 
. 24| tising of its men’s wear division from J. M. Mathes, Inc., 


12| shon-Garfield, Inc. 1948, expenditures for the division | 


8| will be doubled from the present $250,000 to about $500,000. 
Photographic Review .............. 33) 


. 42 


the television waves which ordi- 
narily dissipate into space from 
30 to 40 miles away, he sent along 
|a drawing of the WCBS-TV test 
| pattern. 

| Scientists usually credit long 
|distance reception such as this to 
freak atmospherics—video waves 
being trapped in air ducts or tun- 
nels, or high sunspot activity. 


to Hir- 


Maga- 
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endorsed by the Retail Grocers As- 
sociation of Houston. 


To Merchandise Programs 

The service shows advertisers, 
however, that: 

“1. We will aggressively ‘mer- 
chandise’ each advertiser’s plan or 
program to all stores we have 
under contract. 

“2. While we will not attempt 
to force distribution, our close re- 
lationship with grocers is such 
that we feel we can, in many in- 
stances, do more to help secure 
distribution for an advertiser than 
can his broker or his salesman. 

“3. We will check inventories 
in the stores at regular intervals, 
and suggest maintenance of ade- 
quate stocks. 

“4, We will suggest mass dis- 
play tie-ins, and help secure bet- 
ter merchandise position in each 
store.” 

Starting Sept. 1, each store cov- 
ered will be contacted every 15 
days. 

In addition to the “standard” 
11x28 card, the service offers a 


EMPLOYS SERVICE—This view shows the "Wilson System" offered by National 


Point-of-Sale Label Service at work in a Houston, Tex., grocery store. 


Advertising Age, September 1, 194 


Wilson over eight prewar years, 
and with the expenditure of $40,- 
000, it was pointed out, has been 
tested legally, to make sure that it 
does not violate the federal Rob- 
inson-Patman anti-discrimination 
law. 

Mr. Wilson is a director of Na- 
tional Point-of-Sale Label Serv- 
ice; MacDonald Lynch, Galveston 
business man, is president; George 
Birkholz, former sales executive 
with Wm. Wrigley Jr. Company, 
Chicago, vice-president in charge 
of merchandising and field opera- 
tions, and C. W. McCarver, re- 
cently a district manager of Scott 
Paper Company, field sales man- 
ager. Mr. Edwards has been in 
advertising agency and sales pro- 
motion work for 20 years. 


Indict Realtors 


vertical wall display, 28 inches| by 22 1/3 inches deep, and 7x14 


wide by 42 inches deep, a hori-| section marker displays. 
zontal wall display, 53 inches wide 


The plan, developed by Alton 


on Uniform Rate 
of Commission 


WasHINGTON—A federal grand 


“He’s Averaged 17 Proposals a Day Since He Got the lowa Territory” 


Courtin’ more sales? Then take a look at something 
unique in the way of newspaper coverage! At one 
swoop, the Des Moines Sunday Register gives you 
67% coverage of lowa—enables you to do a multiple 
job with a single medium. For the low milline rate of 
$1.66 you get an assured market—stable today and 
tomorrow. Get started now with the Des Moines 


Sunday Register in the territory that pays—and pays 


—and pays! 


ASC Circulation March 31, 1947: 
Daily 365,559 — Sunday 480,803 


THE DES MOINES 
REGISTER ann TRIBUNE 


PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA’S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


jury here Wednesday returned a 
civil indictment charging the Na- 
tional Association of Real Estate 
Boards and the Washington Real 
Estate Board with efforts to elimi- 
nate competition with respect to 
fees for selling, leasing and man- 
aging real estate in the District of 
Columbia. 

The grand jury action has pos- 
sible implications for many in- 
dustries with standardized pro- 
fessional fees, perhaps even in- 
cluding advertising. 

Attorney General Tom Clark, 
whese anti-trust division has been 
inquiring into the entire real 
estate and construction field, said 
the Department of Justice will 
ask cancellation of allegedly un- 
lawful provisions of the constitu- 
tion, by-laws and regulations of 
the two real estate groups which 
are said to fix uniform commis- 
sion rates for real estate brokers. 
In presenting its case to the grand 
jury, the government seemed par- 
ticularly interested in the methods 
of disciplining members who ac- 
cept less than the “standard” 
commissions. 

The real estate study has been 
quietly under way for nearly a 
year and a half, under the super- 
vision of Victor H. Kramer and 
Herbert N. Maletz of the anti-trust 
division, who have a directive to 
look into the entire construction 
and housing industry, including 
sales, financing and management 
of real property as well as con- 
struction itself. 

In the meantime, a_ second 
grand jury investigation -delved 
last week into the pricing policies 
of Standard Oil Company (New 
Jersey) and the Retail Gasoline 
Dealers, Inc., local trade associa- 
tion for independent gasoline 
dealers. 


Ward Wheelock Names 
Farrell Vice-President 


Ward Wheelock Company, 
Philadelphia, New York and Hol- 
lywood agency, 
has appointed 
William R. Far- 
rell_ vice - presi- 
dent, effective 
Sept. 22. He will 
make his head- 
quarters in the 
Philadelphia of- 
fice. 

Mr. Farrell 
was formerly a 
vice-president 


W. R. and partner of 

om Penne Kastor, Farrell, 
Chesley & Clifford, Inc., New 
York. 


Chef-Boy-Ar-Dee to Y&R 

Chef - Boy - Ar - Dee Quality 
Foods, Inc., a division of Ameri- 
}can Home Foods, New York, has 
moved its advertising account 
|from Gordon Best Company, Chi- 
'cago, to Young & Rubicam, New 
York, which also handles adver- 
|tising for AHF’s Clapp’s Baby 
Food division. 


Chevrolet Maps 
‘Gigantic’ Drive 
to Outpace Ford 


Detroit—The largest merchan. 
dising campaign in the history o 
the automotive industry will be 
announced shortly by Chevrole: 
Motor division of General Motor; 
Corporation, it was learned ay. 
thoratatively. 

Details of the campaign, whic) 
will include distribution of more 
than $1,000,000 in prizes, will be 
disclosed soon. C. J. French, man. 
ager of Chevrolet’s advertising 
department, declined to comment 
on the program except to describe 
it as of “gigantic proportions” anq 
an “unusual campaign.” 

Reliable automotive circles ob- 
served that the program is pri- 
marily designed to maintain the 
General Motors division’s first. 
place sales position in the motor 
ear field. The division, which 
nosed out Ford in the production 
race last year, apparently will be 
first again this year by an esti- 
mated 120,000 cars. 


. . ’ 
‘Nation’s Business 
Issues New Rate Card 

Nation’s Business will offer ; 
guaranteed circulation of 575,000 
effective Jan. 1, 1948, and a de 
livered net paid circulation o 
600,000 on that date. The maga 
zine’s former rate cards have beer 
carrying only the delivered cir 
culation figure. 

The current rate, which became 
effective in February of this year 
was based on 525,000 circulation 
The black-and-white page ratd 
will jump from $2,600 to $3,000 
Announcements of the new 
changes will be carried in spread 
in the advertising business press 


Crosley Appoints 

Keenan & Ejickelberg, Los An 
geles and San Francisco, has been 
appointed West Coast representa 
tive of the Crosley Broadcasting 
Corporation, Cincinnati. The com 
pany will represent both WLW 
Cincinnati, and WINS, New York 


London Joins Golnick 


L. Leigh London, who before 
the war was a creative executivé 
with Outdoor Advertising Incor 
porated, has joined Leon S. Gol 
nick Associates, Baltimore and 
New York agency, in an executiv4 
contact and creative capacity. 


COURAGE 
CUTS COSTS 


An agency with courage saves 
the advertiser money. Good ad- 
vertising counsel, like a good 
doctor, does not allow you ¢ 
choice of pills. Twenty roug)s 
when one will do the job olten 
lead to 19 unnecessary layout 
charges. “You takes your 
choice,” to be sure, but “you 
pays your money.” 

An agency with the courag® 
of its convictions insists on the 
importance of planning «nd 
continuity. This saves acve™ 
tising money through the '& 
duction of author's alteration 
re-takes, revises, and habitu@ 
mind-changing. Every aave! 
tising agency knows how ex 
pensive and weakening such 
evils are; the courage 
agency fights them. 


IT DOESN’T PAY 
TO ADVERTISE 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc.- ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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This philosophy applics strictly to horticulture. 
If the poet had anything else in mind — the flower-like sex, 
for instance — it is obvious he was barking up the wrong 
air shaft. For women possess strange powers — not the least 
of which is their ability to make deserts burst into bloom, 


and to bring to life so many of the things they encounter. 


The reason more women buy and read the Journal 
than any other magazine with audited circulation is this: 
the Journal’s entertaining, enlightening editorial 


fare has made it a useful part of their lives. 
Dative Yrmre- 
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Brewers Lead 
Ziv Sponsors 


New Yorkx—Beer manufacturers 


top the list of advertisers who | are 
currently are sponsoring 
scribed 


Frederic W. Ziv Company. 

Some 125 breweries are airing 
Ziv programs on 223 stations 
throughout the United States. 
Next in line as purchasers of time 


tran-| “Favorite Story,” 
shows packaged by the | Colman, 


shows are department stores, with 
175 stations; bakeries, 126 sta- 
tions; furniture stores, 
tions; and dairies, 77 stations. 

Approximately 25 Ziv packages 
now available, including 
with Ronald 
and “Boston Blackie,” 
with Richard Kollmar. 


Copy Directed to Women 
Garden State Park, Camden, 


for this transcription company’s|N. J., race track, will launch a 


98 sta-| 


|series of spot radio announce- 
{ments directed to women. The 
copy appeal will feature the com- 
| fort, fine food, pleasant surround- 
|ings, and other women’s interests 
|at the track instead of the usual 
| masculine horse appeal. 


Offers Packaging Service 

Reuter & Bragdon, Inc., Pitts- 
burgh, industrial designer and ad- 
vertising artist, has created a 
package service department, with 
Edward J. Meyers in charge. In 
addition to offering service in de- 
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sign for single unit or entire fam- | 


ily lines, the company will make | Census Releases 


recommendations relative to ma- 


terial, styling, size, methods ot| Detailed Study of 


production and equipment to be 
— in the sacagtan of any prod- | Book Publishing 
uct. 
Pe on ee WASHINGTON—A Census Burea; 

Appoints Foster | analysis of book publishing ye 

Gale Foster, formerly assistant leased last week shows that aboy 
publicity and sales promotion |@ third of the gross volume of thi 
manager of Dennison Mfg. Com- | $300,000,000 industry in 1945 
pany, has been appointed director | came from the sale of genera] 
of advertising of the Spectator,| books through book stores. 
Joliet, Ill., a weekly. Nearly 237,617,025 books sol 


What’s YOUR bite 


of this business? 


"PHONE US AT: NEW YORK: MURRAY HILL 3-7190 © CHICAGO: CENTRAL 0475 e PHILADELPHIA: LOMBARD 3-5820 e CLEVELAND: SUPERIOR 4275 


DETROIT: MADISON 7893 


28’, BILLION DOLLARS CASH income isn't hay. But it’s 
what farm families are harvesting these days. What's it to you? 
Just this—a FARM FAMILY SPENDS $419 MORE AT RETAIL IN A 
YEAR THAN A CITY FAMILY SPENDS. Actually 23% MORE! Not just 
for tractors and reapers either. But for ranges—and rayons— 
and rugs—and radios—and soap flakes—branded goods of all 
kinds. The kind of goods YOU make .. . Not that every farmer's 
pocket holds the same amount of spending money, naturally. 
National farm magazine readers are well above average. As a 
matter of fact, a majority of our subscriber-families are in the 
two top brackets of this block-buster income where the pockets 
are fullest and more dollars are expendable. We're BIGGEST 
in the country—and even we don't cover a// worthwhile farm 
families. Wouldn't you like to see the analysis of farm retail 
buying power that won the American Marketing Association 
award? Give us a call and we'll bring it over. 


BIGGEST in the 


wis \ et 


ete hE et AR ai Ct 


PACIFIC COAST, c/o W.F. COLEMAN CO 


Farm Journal 


country .. 


e LOS ANGELES: TUCKER 1078 e¢ 


SEATTLE: ELLIOT 4315 @ PORTLAND: VERMONT 4187 


. read in 2,650,000 homes 


GRAHAM PATTERSON, PUBLISHER 


SAN FRANCISCO: EXBROOK 159 


| through the trade brought in $99. 
| 154,764. Immediately behind were 
| 49,578,182 books sold through 
|“‘subscriptions,” including book 
oe which brought in $85,959. 
| 321. 

| The industry’s third great dis. 
| tribution artery was textbooks 
Some 68,692,860 of these brought 
|in $60,439,578. 
| The book industry study was 
/compiled from a_ special survey 
of the printing and publishing 
industry conducted over a year 
ago. It will be followed shortly 
by a comprehensive analysis of 
the magazine publishing industry, 
Additional reports covering com- 
mercial printing and newspaper 
publishers were abandoned when 
large members of these industrieg 
failed to cooperate. 


Breaks Down Sales 
} 


;| The analysis of book sales jg 
| given for textbooks, “subscrip. 
tion,” religious, technical and pro4 
/fessional, pamphlets and _ other 
types, by hardbound and paper 
bindings, and for original and re- 
print editions. 

Other tables provide informa 
tion on sales of various types of 
books by size of publisher and 
binding. The report contains data 
on paper consumption, idle equip- 
ment (on Dec. 31, 1945) and a 
geographic analysis of the indus 
try. It is series M73-1-05 in the 
Census “Fact for Industry” re 
ports. 

According to the report, of 159, 
810 tons of paper “caused to bé 
used by 509 book publishers,” 
86,426 tons were ordered by pub- 
lishers located in New York. Only 
53,277 tons of the paper were 
used in New York printing plants, 
however. Illinois publishers, using 
23,183, were second largest con- 
sumers; Ohio, with 16,948, was 
third, and Massachusetts, with 
12,346, fourth. Illinois was _ sec- 
ond in the amount of pape 
printed; Massachusetts third, and 
Pennsylvania fourth. 
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Lever Names Schneller 
Merchandising Manager 


Frederic A. Schneller has bee 
appointed general merchandising 
manager of Lever Brothers Com: 
pany, Cambridge 
Mass. where 
he will direc 
the merchandis 
ing, sales promo 
tion and_ sales 
planning divisio 
of all Level 
products. 

He was fot 
merly wit 
Cramer -Krasselt 
Company, M!!- 
waukee adverts 
ing agency 
which he joined in 1945 as seni 
account executive, becoming v!c& 
president seven months later. M! 
Schneller will also resign 
presidency of the Milwaukee A“ 
| vertising Club, to which he was 
‘peas this spring. 


el -s 


F. A. Schneller 


‘Seventeen’ Celebrates 
Third Birthday 

Seventeen, published by 
| angle Publications, New Yor! 
celebrate its third birthday 
the September issue, which ¢o! 
tains 272 pages and more ! 
112,900 lines of advertising, ‘ 
| pared with the 88 pages and 29.*" 
|lines of advertising in the 
issue, September, 1944. The ‘e¢™ 
age magazine has increased + - 
an initial print order of 40°," 
| copies to one of 1,040,000. 
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ming vice PropucT ADVERTISING bereft of skillful merchan- right direction—and in advance of the advertising 
resign {hil dising analysis and guidance is like a man at a expenditure. 
raukee AG 


h he wag crossroads which bears no sign. . 
_— B Our merchandising department can demonstrate 


iaies Such advertising may take the right road un- beyond question that its findings help mightily to 
wittingly. make product advertising a more profitable invest- 


d by Tr But there is little to point with assurance in the ment for the advertiser. 
y Yor! . 
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Semler Co. Buys 
Two MBS Shows 


New YorK—Disc jockeying 
made radio news headlines again 
last week as the R. B. Semler 
Company signed to bankroll 15 
minutes of Martin Block’s coast- 
to-coast platter spinning thrice 
weekly over MBS. 

Semler also contracted to spon- 
sor five minutes of “Pitching 
Horseshoes,” Billy Rose style, on 
Monday, Wednesday and Friday 
over 180 Mutual stations, for the 
same products, Kreml shampoo 
and hair tonic. 

The other two nightly commen- 


its far iefermation on 


€-STIK 


T.v.Reg. U.S. Pot. Off. 
olf-adhesive displays. . 


 S't-US ADHESIVE PRODUCTS CORP. 
220 Fiith Avenue: New York f, N.Y. 


| taries by Rose, which will be pat- 
| terned after his syndicated news- 
| paper column, will be paid for by 
| Musterole Company. All time was 
sold through Erwin, Wasey & Co. 
Together these sales amount to 
approximately $1,250,000 in new 
business for the network. 


Not Shaw Account 


The account of Norris Stamping 
& Mfg. Company, Chicago, which 
recently appointed LeVally, Inc., 
as its agency, was handled by 
Shaw-LeVally before that com- 
pany split into two separate agen- 
| cies (AA, July 7) but was not 
| taken over by John W. Shaw, Inc., 
| when Mr. Shaw purchased the in- 
‘terest of Norman W. LeVally in 
| their firm. 


WCKY Names Topmiller 


Charles H. Topmiller, formerly 
vice-president and general man- 
ager of Station WZIP, Covington, 
Ky., has been appointed station 
manager of Station WCKY, Cin- 
cinnati. He succeeds Kenneth W. 
Church, who has become station 
manager of WIBC, Indianapolis. 


Ford, Studebaker 
Complete Round 
of Price Hikes 


,and Studebaker Corporation last 
|week raised their automobile 
prices, by $50 to $229. The in- 
|ecreases, which follow earlier 
|'boosts by General Motors, Hud- 
son, Cadillac and Packard, are be- 
lieved all that will be made—at 
least until next year. 

In making its increase, Ford 
more than wiped out its widely 
promoted Jan. 15 price cuts of $15 
to $50 per car. Henry Ford II, 
president, said last week that 
Ford’s price drop last winter had 
“the effect of retarding the up- 
ward movement of prices,” even 
though it failed to accomplish the 
purpose of starting widespread 
price reductions. 

Chrysler last April followed 
Ford’s example, reducing Plym- 
outh prices, but in mid-August 
;more than wiped out that cut by 


Detroit—Ford Motor Company | 


|new increases. 
General Motors, 


| asst to sie! 430,000,000 Is 
prices after OPA controls went off | i 


last fall, a month ago put in fur- 


ther increases ranging up t 6% |Tnduetrial Ad 


on all lines. 
Ford’s latest increases include a 
'$65 boost in the price of its Tudor . ’ 
sedan. The price of this make has ul get: 
since a year ago, 
@ since 1939 and 125% since} CHr1caco—Industrial advertising 


gone up 15% 


strikes in suppliers’ 


Ayer Names Braine 


Gordon C. Braine has joined N. | j,qustrial jcati 
7 publications at $101,- 
W. Ayer & Son, New York, as di-| 09 000, a figure based on Mc- 
rector of radio research. He for- 


merly wags with the market re- Graw-Hill estimates for 1946 and 
search division of Lever Brothers |Studies by the publication and 
Company, Cambridge. 


‘Herald Trib’ Forum Set 


b Administrative and _  miscella- 
The New York Herald Tribune ' 
will hold its 16th annual forum neous, $40,000,000; catalogs, $35,- 


at the Waldorf-Astoria, New York, | 900,000; general and farm maga- 


Advertising Age, September 1, 1947 


amounts to $300,000,000 a year, 


Mr. Ford said rising labor costs, | Industrial Marketing estimates in 
plants and|its current issue. It is the first 
higher prices of steel had forced | such estimate of the total volume 
the new price hike. 


of industrial advertising  at- 
tempted. 

IM’s “initial breakdown” puts 
the expenditure in business and 


National Industrial Advertisers 
Association. Other total industria] 
advertising expenditures are: 


zines, $26,000,000; direct mail, 


A NEWSPAPER 
SUCCESS STORY 


“it probably is 


Representative 


im the entire Southern Area” 


That ts 


>: JANN & KELLEY, INC 


what Mr, Pincus. President of Chas 
Kaufman Co., Ltd.. one of New Orleans leading 
Department Stores, writes about . . 
— on, | . 
Che Cimes-Picauune 
MORNING % EVENING % SUNDAY 


New ORLEANS STATES 


+ * * 


Member: A. N. A. NETWORK 


$22,500,000; media ad production, 
$16,000,000; product literature, 
$15,000,000; exhibits and shows, 
$12,500,000; company publications, 
$10,000,000; newspapers, $8,000,- 
000; catalog files, $6,000,000; mo- 
tion pictures and slide films, $3,- 
000,000; market research, $2,000,- 
000; editorial publicity, $1,500,000, 
and advertising specialties, $1,- 
500,000. 


Explains Analysis 


IM points out that its previous 
studies have shown “that space 
costs in business papers represent 
about one-third of the industrial 
advertising expenditures,” exclu- 
sive of preparation costs. The 
studies by it and NIAA also show 
the amounts spent in general 
media, direct mail, catalogs, etc. 

The publication points out that 
the base of the studies is probably 
not “broad eneugh to give proper 
representation to certain activities, 
such as motion pictures and slide 
films, advertising specialties, etx. 
These figures, as shown in our 
estimate, may be found to be 
much too low... They are offered 
simply as indications of the rela- 
tive impoftance of these activities 
in the budgets of those who have 
supplied information for recent 
studies.” 

The estimate was based on 
strictly industrial advertising in 
magazines, newspapers, farm pub- 
lications, business and industrial 
papers as measured by Publishers 
Information Bureau and Media 
Records, as well as on the Mc- 
Graw-Hill analysis of industrial 
advertising in business papers. 


Linton Elected Head 


of Canadian Federation 


The Canadian Advertising and 
Sales Federation has elected Hall 
Linton, Maclean-Hunter Publish- 
ing Company, 
Toronto, presi- 
dent. 

Other new of- 
ficers elected are 
lst  vice-presi- 
dent, Don E 
Laws, Station 
CJOR, Vancou- 
ver; 2nd_ vice- 
president, John 
E. Cooper, Cana- 
dian Business, 
Toronto;  secre- 
tary, Abel C. 
|Kay, Firestone Tire & Rubber 
| Company of Canada, Hamilton, 
'and treasurer, Karl C. Bake’, 
|Canada Metals Company, Mon'- 
| real. 


—EE 
| Forms Air Ad Service 


| Air Ads, Inc., has been formec 
|at 228 S. Madison Ave., Peoria, 
| Ill., by John Redmond, Army ve'- 

eran, president, and Lynn Pau 

King, Marine veteran and pu»- 

lisher of the Peoria Visitor, secre- 
|tary-treasurer. The new  coll- 
|pany will sell and display aera’ 
_ advertising. 


Hall Linton 
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Mam. I seea 


Here is the Swami who startles the nation’s football 
fans each season with amazing forecasts of winners 
and scores. 


Last year he called the turn correctly on both intercol- 
legiate and professional games from coast to coast for 
an 81.2% average. In fact he’s never been below 80 
per cent. 


Before we go any further — answer this question. Did 
you ever write a piece of copy that was clipped, saved 
and referred to, week after week (at least for 11 
weeks) by thousands and thousands of men and 
women, the nation over? 


That’s what happens when you add Joe Harris’ foot- 
ball selections to your client’s ad. The guy is really 
phenomenal. He just doesn’t pick winners—but steps 
in where angels fear to tread . . . he picks the scores. 
Last year this advertising feature revealed a reader- 
ship rating of 92 per cent men—61 per cent women. 
The guy actually walks around with a ready-made 
audience in his hip pocket. 


WRITE OR WIRE IMMEDIATELY FOR DETAILS. REMEMBER THE FOOTBALL SEASON GETS UNDER WAY SEPTEMBER 20 


satisfied client... 


Each week his uncanny forecasts are eagerly sought 
and clipped by football fans from 7 to 70. These avid 
followers are Joe’s loyal friends . . . and your client's 
loyal customers. Briefly translated, that means—SALES. 


ELEVEN WEEK SEASON STARTS SEPTEMBER 20 


Joe has built up a steadily increasing list of satisfied clients 
over the past few years. The JOE HARRIS FORECAST has done 
a job for them. We know it can do a job for you. 


There are some territories still available. All rights to this 
surprisingly inexpensive feature are on an exclusive basis. 


FOOTBALL 
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» 
Names Hall Ad Director 


Norman F. Hall, formerly ac- 
count executive and research di- 
rector in the Oklahoma City office 
of Erwin, Wasey & Co., has been 
appointed advertising director of 
Arkansas Sportsman, Little Rock. 


AFA Will Launch 
2nd High School 


Essay Contest 


New YorkK—The Advertising 
Federation of America will get 
under way this month with its 
second high school essay contest 
on advertising. Theme will be 
“How advertising raises our stand- 
ards of living.” Last year’s con- 
test discussed “What advertising 
can do for the future of America.” 

The federation expects to double 
the number of local contests this 
year, from which national prize 
winners will be chosen. Last year, 
local contests were held in 36 
cities under the sponsorship of 40 
clubs. In four cities men’s and 
women’s advertising clubs spon- 
sored contests jointly. The federa- 
tion estimates that more than 
12,000 essays were written last 
year. 

Prizes for winners will be of- 
fered by the clubs in the local 


contests. The AFA will present 
to the winner of first prize in the 
national contest an all-expense 
trip to its 44th annual convention 
at Cincinnati in June and a check 
for $500. Winner of second prize 
in the national will receive $200, 
of third prize, $100. The winning 
essay in each of the local contests 
competes for honors in the na- 
tional. 

Judges in the national contest 
will be James E. McCarthy, dean 
of the School of Commerce, Notre 
Dame University; Lew Hahn, 
president, National Retail Dry 
Goods Association; Howard Cool, 
educational director, National Bet- 
ter Business Bureau; Lois Hunter, 
Deputy Commissioner of Labor, 
Department of Labor, state of 
New York, and Grove Patterson, 
editor-in-chief of the Toledo 
Blade. 

The AFA national contest com- 
mittee, appointed by President 
Elon Borton, consists of Oscar 
Mardis of the Advertising Club 
of Omaha as chairman; Barbara 


Sly 
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Daly Anderson, New York; Grover 
C. Kinney, Denver; Betty Darling 
Gwyer, Washington, D. C., and 
Gordon W. Kingsbury, Detroit. 


Rexall Plans Promotion 
for New Headquarters 


Rexall Drug, Inc., plans a spe- 
cial opening week for its new 
world headquarters (AA, July 
21) at “Rexall Square,” Beverly 
Blvd. at La Cienega, Los Angeles, 
starting Sept. 15. Employes’ day 
will be observed Sept. 15, manu- 
facturers’ day Sept. 16, Inde- 
pendent Rexall druggists’ day, 
Sept. 17, and California day, Sept. 
18. The new building features 
“the world’s largest and _ finest 
drugstore.” 


Gets Radio Account 


Flush Wall Radio Company, 
Newark, N. J., manufacturer of 
built-in radio receivers, has ap- 
pointed the Franklin Fader Com- 
pany, Newark, to direct its ad- 
vertising. Consumer magazines, 
business newspapers and direct 
mail will be used. 


WCAU offers: A. The lowest cost per listener inside the Philadelphia trading area. 


B. Outside the area, WCAU's umbrella coverage ... 50,000 watts in all direc- 


tions ... delivers a greater “bonus” audience than any other Philadelphia station. 


WCAU*) 


PHILADELPHIA’S 


90,000 WATTS * CBS AFFILIATE 


LEADING RADIO 


“UMBRELLA 


COVERAGE” 


INSTITUTION 


All-Albany Group 
Gets Frequency 
Lost by WOKO 


WasuHincton — The FCC last 
week authorized a new radio sta- 
tion for Albany, N. Y., on the fre- 
quency which will be vacated as a 
result of the commission’s “death 
sentence” on WOKO (AA, April 
21). 

The successful contender was 
the Governor Dongan Broadcast- 
ing Corporation, a corporation con- 
sisting of 35 stockholders, headed 
by, James T. Healey, a newspaper 
man and local radio personality 
since 1932. 

The Governor Dongan group was 
preferred over a second appli- 
cant, the Van Curler Broadcasting 
Company, largely because it was 
100% locally owned. 

In addition to Mr. Healey, who 
holds 18.7% of the stock, it in- 
cludes a local lumber dealer, a 
prominent wholesale fruit and 
vegetable dealer, and representa- 
tives from banking, law, retailing, 
trade unions and the public school 
system. 

The commission rejected the 
plea of the Joseph Henry Broad- 
casting Corporation, which had 
been organized by former WOKO 
stockholders and employes as a 
successor to the doomed corpora- 
tion. 

Though the members of the 
Joseph Henry organization claimed 
that they were innocent of the 
alleged stock juggling which re- 
sulted in the revocation of 
WOKO’s license, the commission 
was not satisfied with the records 
of some of the chief stockholders. 

The WOKO death sentence was 
stayed until Sept. 30, 1947, to al- 
low a further period for the sta- 
tion to wind up its affairs. The 
Governor Dongan group has 60 
days in which to provide addi- 
tional engineering information. 


Promotes Saison Fabrics 

Charles Bloom, Ine. (Saison 
fabrics), New York, will launch 
its first consumer advertising cam- 
paign with a page insertion in the 
September issues of Better Homes 
& Gardens, House Beautiful and 
House & Garden. Featured will be 
two new “happily married” fabric 
groups— “Romance Roses” and 
“Serenade.” Double pages in full 
color will appear in the October 
issues of these magazines, with 
the schedule dropping to single 
pages in November issues. Cecil 
& Presbrey, New York, is the 
agency. 


Mendte Joins Davis 

J. Robert Mendte, vice-president 
of John Falkner Arndt & Co, 
Philadelphia, will join Smith 
Davis Corporation, newspaper and 
radio station financier, on Sept. 
8, as manager of the New York 
office, in the Waldorf-Astoria 
Towers. He succeeds Capt. Vin- 
cent J. Manno, who has been ad- 
vanced to general manager and 
assistant treasurer. Albert Zug- 
smith is executive vice-president. 


—QANPPING SERVICE 


Your ads, your competitors’ 
and dealers’ ads, news, pic- 
tures, editorials ... from 5,000 
magazines and newspapers. 
Publication name, date, and 
circulation attached to each 
clip. 


165 Church Street, NewYork 7, N.Y. 
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Here’s the Box Score 


*Per cent advantage in stock turn rate 
for leading national brands over all 
miscellaneous brands, reported by 
A. C. Nielsen Company. 


NIELSEN DRUG INDEX 
(January-February sales compared 
with March 1 inventories in each year.) 


mw 
BABY SPECIALTIES... . . 25% 333% 
COSMETICS... 2. 8 100 
PROPRIETARIES . Wl 18 
WHEIRES. 0... 6 0 
VITAMIN PRODUCTS .... = 
MISCELLANEOUS. 2... 24624) 


COMPOSITE, ALL GROUPS . . 135% 155%, 


Relatively, almost 15% greater today 
than early in 1942! 


NIELSEN FOOD INDEX 
(February-March sales compared 
with April 1 inventories in each year.) 


Lp 
SOAPS AND CLEANSERS .. . 39% 116% 
FAIS AND OWS =... § WB 
a | 
BAKING PRODUCTS ..... ee 
CANNED GOODS ...... % M4 
aS or, 
PAPER PRODUCTS... ... b & 
MISCELUANEDUS 5 { 6 


COMPOSITE, ALL GROUPS... 21% 52% 
148% greater today than early in 1942! 


sates ‘ . wok OT i ae 


Read this proof from the world’s 
leading market researchers— 


If you're in business to make money . . . 


NATIONALLY 
ADVERTISED BRANDS 
P TRAFFIC- 
THE TOUGH 
SALES ERA AHEAD 


(based on A. C. Nielsen Company data below) 


If you expect to stay in business and make money 


during the coming years of sharp competition . . . 
. . clip the “box-score” on this page and 


keep it handy. 


The Nielsen Drug Index shows that, averaging 31 


drug commodities, eading national brands turn 155% 
faster than “all others.” Since 1942, their relative sales 


velocity has increased nearly 15%. 
The Nielsen Food Index, covering 33 grocery 


commodities, reveals a 148% increase in the relative sales 
velocity of leading advertised brands since early 1942. 


Today, these great traffic-builders have a 52% (average) 
advantage in turnover over “all others.” 

This is proof, from the world’s leading market 
research organization, that nationally advertised brands 
are the most valuable assets in the inventories of grocery 
stores and drug stores. Chances are the same thing is 
true in any wholesale or retail business, you may 


own, operate or finance. 


The Trend Is Up 
Nationally advertised brands are increasing their leads. 
Customers are now choosing what they want instead of 
taking what they could get. Overwhelmingly, they want 


nationally advertised brands. 


You know the following facts about nationally 
advertised brands. But today, they bear repeating: 

Nationally advertised brands have consumer 
acceptance. When supply is normal, consumer acceptance 
is absolutely necessary for fast turnover. 

They have high sales velocity, which is important 
because it leads to greater dollar profit for the retailer 
and lower prices for his customers. 

They provide the dependable day-to-day income 
which keeps an operation on an even keel. 

They alone can develop the traffic you must have to 
sell longer profit impulse items, or to liquidate at 
minimum loss the “dogs” that even a good operator 


sometimes buys. 


They build a store’s reputation for quality. 
Customers who cannot find them in one store will 
switch their trade to merchants who feature them. 

They are bellwethers that will lead many stores safely 
through the era of tough, competitive selling which we 


are now entering. 


cs er ae 


*A. C. Nielsen Company, the 
world’s largest marketing research 
organization, supplies bi-monthly 
reports of the movement of goods 
through retail food and drug 
stores. The Nielsen Food Index 
and Drug Index are research tools 
which are highly valued by the 
food and drug industries, and by 
many others in the front rank 

of American business. 


* Reprints of this advertisement available upon request. The American Weekly, Main Office, 63 Vesey St., New York 7, N. Y., Chicago, Atlanta, Boston, Detroit, Cleveland, Los Angeles, San Francisco, St. Louis 
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Intended primarily for profes- 
sional use, the new film uses 


Advertising Age, September 1, 194, adver 
- make color prints from a negative| Admiral Names Hoffman Two Name Franklin Canadian business papers anj 
i- 1 blicati will b 
New Color Film poh acento 4 poner ag dupli Richard L. Hoffman, formerly Franklin Advertising Service, Dagon ‘Ohio's line Ly Pe Rus 
, : office manager of the research de- has been appointed to} +4; lh tors a itt. 
Bows at Meeting tea pei partment of Foote, Cone & Bel-|handle the advertising of Barre- sid uae Ta lift Ha! 
Cuicaco—Ektacolor, a new neg-| Seeks Video License ding, has been appointed assistant | craft, Inc., Barre, Mass., manufac- f r 
ative color film, was introduced The Johnson Kennedy Radio advertising director of Admiral | turer of men’s belts, and Davin — Sic '@) 
| by Eastman Kodak Company at| Corporation has filed an applica- |CO™P°ration, Chicago. je egg mw en peated of| Changes to a Monthly Har 
the 56th annual convention of|tion for a television license for Wi . ‘ ; American Dog Magazine, Se.fm 33-ye& 
the Photographers’ Association of | Station WIND, Chicago. Trans- inston Dustin Resigns To Palm & Patt attle, recently bought by G. Fim the S 
America here last week. mitters for the proposed station| Winston S. Dustin has resigned | 4° *@ atterson and Julia Freudenberg, will last v 
| The new film is said to simplify | are to be located in the Chicago|as commercial manager of Station} Palm & Patterson, Cleveland,|change from a bi-monthly to af and t 
the making of color prints and|Daily News building and the|WSM, Nashville, effective Sept. 1,| has been appointed by Ohio Elec- | monthly publication with the Sep. $2,500 
| photo - mechanical reproductions |‘T@™smitting antenna will be on/to join Brandau-Craig-Dickerson | tric Mfg. Company, Cleveland, to| tember issue. It was founded by Mr. 
by eliminating the need for mask- top of this building. Company, Nashville. handle its advertising. U. S. and|Mordon Smith in 1940. the ' 
| ing and for separation negatives. i, — 
| 
| 


colored couplers which provide 
automatic color correction as the 
film is developed, producing a 
negative image combined with 
positive color “masks,” without 
the necessity for making one or 
more low-intensity negative 
images to be bound in register to 
the transparency. 

The company claims that the 
new film, to be available in cut- 


CAPITALISM 


film sizes in the first half of 1948, ( 
) will enable photographers to 
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Russell Acquires 
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| mander in the Navy, said that ad- Harrisburg to operate the two|papers. Homer E. Martin con- 


11 
| stations, the offer will be called 


- — |vertising policies of the morning dailies. |tinues as general manager of the are, ee Dutch re pa 
Of trac . and evening papers, which ex-| He entered the newspaper busi- | publications. cial.” Customers are asked to sen 
and lift Harrisburg Papers clude liquor copy, will remain un- ness in 1935, in the business de- | ——__—— peg Fo ng ten Boag geen — 

for $2 500 000 changed. Combined circulation of | partment of the Newark Ledger, Fisher Offers Flower 56 chante. ’ 

’ ‘ the two is 85,808, and advertising|and when the Ledger and the) . F 
: ; oes ‘Bulbs as a Premium The offer will also be promoted 

thly HARRISBURG—Edwin F. Russell,| is sold on a combination rate. Star-Eagle merged, he became as- | : . in 200 western newspapers and 
ine, Se.faE 33-year-old associate publisher of} The papers were purchased | sociate publisher. A packet of 26 spring-flowering | eight western magazines. Pacific 
y G. Fig the Star-Ledger, Newark, N. J.,| from the estate of the late Vance! A son of L. T. Russell, who re- | bulbs bate = offered as oe ees National Advertising Agency, Se- 
€, wilifM last week purchased the Patriot |C. McCormick, who acquired the | tired after many years of publish- Fi Rates vector ng gy na! he attle, handles the account. 
ily to alm and the Evening News here for| Patriot in 1902, and founded the|ing in the Southwest and New Seattle. Featused nm the “Kare 2 emai ic 
the Sep. $2,500,000. __|Evening News in 1917. Mr. Rus- Jersey, the new owner contem-| Smith radio program sponsored by | Peirce Leaves Flannery 
inded by Mr. Russell, who served during | sell has resigned his post with the plates no change in editorial pol- Fisher twice a week over 43 Pa- W. B. Bebo: creciien’ of a 

the war as a lieutenant-com-| Star-Ledger and will move to icy or staff of the Harrisburg} cific Coast and Don Lee-Mutual American Society. of Tool, Engi- 


neers, has resigned as vice-presi- 
dent in charge of research and de- 
velopment of Flannery Bolt Com- 
pany, Bridgeville, Pa., in order to 
devote more time to the activities 
of the ASTE. He will also be 
connected with G. C. Wood Com- 
pany, Pittsburgh, manufacturers’ 
representative. 


In Track 
Events | 


.... THE OMLY 


SHARE THE WEALTH” PLAN 
THAT REALLY WORKS! 


American history has proved one thing definitely—only Capital- 
ism affords any chance for the creation of new wealth. It should 
be obvious, therefore, that Capitalism is the only workable "share 
the wealth" plan. And work it will, if venture money is but given 
the opportunity to create an ever-increasing number of jobs. | 


Ww 


In action, Capitalism is as simple as this! A man—or woman— | 
invests money in a new or expanding enterprise, risking his money 
on an opportunity to make a reasonable profit. These working 
dollars create new job opportunities. Thus everybody benefits 
and, actually, the biggest share of the new wealth created goes 
to the worker. 


means: on your 
mark; get set, go! 


We, at Chilton, feel that it is the duty of Capital and Manage- 
ment to see that the Nation as a whole understands what Capital- 
, ism actually is . . . how it works for the benefit of all. We feel 
that it must be understood that Capital, Management, and Labor 


But IN DALLAS 
 —FORT WORTH 


re have a common interest in the preservation of Capitalism. And ee 
™s we feel that the only way to preserve our system is by constant it 4 
“> repetition of the simple fact that money at work means men at 

ee work 1 STATION 
7 Z ~~ WFAA 
=< 2 FREQUENCIES 
= 820 - 570 
a 3 NETWORKS 
= NBC - ABC and 


Texas Quality 


CHILTON COMPANY, (INC.) 


It’s as easy as 1-2-3 to 


‘ Chestnut and 56th Sts. 100 East 42nd Street SELL the DaLias-Fort 

Philadelphia 39, Pa. New York 17, N. Y. WortH Market with 
e THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY + ‘THE JEWELERS’ CIRCULAR-KEYSTONE © AUTOMOTIVE INDUSTRIES W a A A 
SURANCE 


IN ACTION ¢ THE SPECTATOR PROPERTY INSURANCE REVIEW «© DISTRIBUTION AGE : 
' radio service of the 


Dallas Morning News 


Represented Nationally by 
Epwarp Petry & Co., INc. 
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Advertising 


THE NATIONAL NEWSPAPER 

Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc., 100 E. Ohio St., Chicago 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bidg., Washing- 
ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, London N. 20 
(Hillside 1137). G. D. CRAIN JR., president and publisher. S. R. BERNSTEIN, C. B. 
GROOMES, O. L. BRUNS, J. H. REARDON, vice-presidents. B.°G. REHM, treasurer 

Member Audit Bureau of Circulations, Associated Business Papers, 

National Publishers Association, Advertising Federation of America. 


EDITORIAL ADVERTISING 
Editor, S. R. Bernstein Advertising Director, Charles B. Groomes 
Executive Editor, Lawrence M. Hughes | Manager Sales and Service, G. D. Lewis 
Managing Editor, John B. Miller Manager Promotion and Research, J. P. 
Washington Editor, Stanley E. Cohen Dobyns 


Associates: New York: John Crichton, | New York: T. K. Worthington, O. O. Black, 


Maurine Brooks, Frances Jameson. Chi- | Halsey Darrow, Robert Snow, James C. 
cago: Murray E. Crain, Emily C. Hall, | Greenwood. 


omy ee Tin Cone SereneNG, Chicago: ©. Lt. Bruns, Western Adver- 
ma * pk tising Mor. J. F. Johnson, J. C. Gafford 
a her, F. Ai, = San Francisco (4): Simpson-Reilly Ltd., 
Editorial Production, F. J. Fanning Russ Bidg., Wm. Blair Smith, Mgr. 
Librarian, Elizabeth G. Carlson Los Angeles (14): Simpson-Reilly Ltd., 
Correspondents in All Principal Cities. Garfield Bidg., Walter S. Reilly, Mgr. 


Age 


ARKETING 


10 cents a copy, $2 a year in the United States. Foreign 
postage extra. John H. Reardon, circulation director. 


Changing Economic Groupings 
Nine or ten years ago, enroute|a refrigerator buyer, or an auto- 
to a convention, we got into a/| mobile buyer, or a home or travel 
marketing and advertising discus-| prospect. | 
sion with a group of admen in the United States News says the fel- | 


Advertising Age, September 1, 1947 


"That reminds me—l| haven't put in my expense account this week.” 


The following documents may be 
| secured without charge from com- 
| panies sponsoring them, or through 

ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
|executive writing on his business 
letterhead. Address ADVERTISIN¢ 
m. 100 E. Ohio St., Chicago 1). 
Til. 


| No. 2863. Fort Worth Route Lists. 

The Fort Worth Star-Telegram 
‘has issued three route lists: Fort 
Worth grocery stores, West Texas 
|grocery stores and Fort Worth 
jand West Texas drug stores. 
| Wholesale outlets are included in 
| all three lists. 


| 
No. 2864. How to Measure Adver- 
tising Dollars. 

| This brochure, issued by the 

|Toronto Daily Star, shows, with 

|figures on quantity circulation, 

| quality coverage and low cost, how 
and why advertising dollars 

| “measure up” in this publication. 


|No. 2865. Travel Study. 


—Dun’s Review 


club car. Making a point about|low running a four-unit family 
selling travel, one of the men said,| spent $43 for taxes and $1,152 for 
flatteringly: ‘food in 1941 out of his $5,000 in- 
“Let’s forget about people like | come. When he took care of 
us. Let’s take an average man—| shelter, clothing and medical care, 
say a fellow making five thousand | he still had $2,272 left for trans- 
dollars a year...” portation, personal care, contribu- 
The uproar that followed was | tions, recreation, furnishings, to- 
interesting to hear. “Average | bacco, automobile upkeep, miscel- 
man, my ear,’ was the tenor of | laneous and savings. Now, the 
the retorts. Our friend was re-|same family unit with a $5,000 in- 
minded that a $5,000-a-year man| come pays $480 in taxes and $2,- 
was no average, that only 2 or 3% | 050 for the same volume and type 
of the families had incomes of $5,- \of food, as well as additional 
000 a year or better, and that if he! shelter, clothing and medical dol- 
wanted to talk about an average | lars, leaving a measly $300 for all 
man he’d better revise his figures| the items enumerated above. 
sharply downward. That means, of course, that 
And then, last week, we read the! whereas the $5,000-a-year family 
United States News report headed, | was in the luxury market for a 
“Meaning of a $5,000 Income: | number of things six years ago, it 
Luxury in 1941, Pinch in 1947.” has done a fair job of withdraw- 
The world has, indeed, come|ing from that market now. 
full turn. | A five-thousand-dollar income 
And marketing -men had better | is still an “upper bracket” income. 
catch up with it. The old “stand-| But it’s not the same kind of “up- 
ard breakdowns” by econ omic| per bracket” income it once was, 
levels may not mean too much|and neither are any of the other 
any more as an indication of what income breaks in the commonly | 
people are able to buy. Rent has! accepted economic divisions of the | 
already gone pretty well out the | population as good a gauge of 
window as an indicator of eco-| buying power as they once were. 
nomic well-being because of the | It is time to take a good hard) 
housing shortage; it is possible | look at the kind of people who. 
now that we may have to over- | are the best prospects for any par- 
haul completely our notions of the | ticular kind or type of product or | 
kind of income it takes to support | service. 


Don't Write Off the Flops 


The biggest, most spectacular | there are now. It seems inevitable 
postwar flop is undoubtedly the) that a larger percentage of houses 
personal plane. The prefabricated | will some day be put together in 
house seems to run it a good sec-|some more nearly mass produc- 
ond. And there are others. | tion manner than is now the gen-| 

These highly touted postwar in- | eral case. It seems equally inevi- 
dustries have failed miserably to|table that other “postwar mir- 
fulfill their initial promise, and acles” which have inherent value | 
many of them have already been | or appeal will some day take their 
written off as Alice-in-Wonder- | place in our daily lives. 
land dreams which have _ de- The miracles that 
veloped into nightmares and never | miracles have been deflated and 
will be anything else. can be forgotten. But some of 

We don’t believe that’s true. those wartime dreams were pretty 


never were 


The personal plane, the prefab- | authentic. No matter how bat- 
ricated house and a myriad of) tered they look now, they aren’t 
other highly touted postwar) dead, and they can’t be completely 


wonders have taken a severe beat- 


counted out. They'll be back, per- 
ing, and, in the case of the per- 


haps sadder and wiser and a bit 


sonal plane at least, currently look shrunken, but they'll be back. 
as though they might never re- And perhaps it’s a good thing they 
cover from their injuries. But didn’t come through as antici- 


we still don’t think so. 

It seems to us inevitable that 
there will be many times more 
personal planes flying around the 
American sky some day than 


pated. Maybe they'll help bolster 
the economy when present ac- 
cumulated needs for more prosaic 
things have been reasonably well 
satisfied. 


,into our hands. 


The Ol’ One-Two 
A neat little booklet that packs | 
a deceptive wallop recently fell | 


that ain’t hay,” and it’s about the | 


Sa ; eh 
advertising agency business. It’s | 


| The San Francisco Chronicle 
has issued this report as an aid 
to Bay area travel agencies. The 
study breaks down interviews by 
annual income, and reports on va- 
cation and business travel habits. 


was turned out by an office boy 


Burgess’ initial response from the 
It’s called “Starved on a diet | Mailing has been phenomenal. 


on probation?” 


Non Sequitur 


No. 2866. .Beer 
Housewives. 
Purchases of beer by house- 
wives for home consumption in 
Cincinnati and Buffalo, January 
to July, 1946, are reported in this 


Purchases by 
And the grapevine says that 


the work of Will Burgess & Co.,| For the most unbelievable ad material, issued by National 
New York agency. "| we've run across lately, we raise | Transitads. Frequency of pur- 
It treats with two horses. One| the curtain on this gem for) chase, how many bottles or ounces, 
nag is consumer advertising— | Thomas: and how many brands, and place 
sleek, well-groomed—the other is of purchase are among the items 

trade paper advertising and| When 7 see a man with a covered. 
No. 2867. Fawcett Beauty Reader 


Since this two-horse team is in| 
the stable of many an advertiser 
spending between $50,000 and) 
$100,000 a year, Burgess explains 
why some agencies ignore the 
uglier pony. 

“Trade publication advertising | 
is almost always the province of 
the agency,” says the booklet, 
“vet it often suffers badly by com- 
parison with its stablemate, Con- 
sumer Advertising. Why?” Well, 
says Burgess, agency commission | 
per line from American Paint & | 
Oil Dealer is 19 cents, from The | 
Saturday Evening Post it’s $2.55. | 


printed promotion material, an) GOON HEAG Wi WALK 
unkempt and sorry plug indeed. | I 


So the Post ad “is handled by the | 


P atntyi did of Mamas Forum, August, 1947. | 
' “ | Skin care, cleanliness and fra- 
P GERTRUDE NIESEN | grances—habits of use and brands 
Paes Stops, Soe, Rene See =| sed—are reported in this August 

= wen | report from the Fawcett Wom- 
/en’s Group reader forum, which 
‘consists of 1,679 readers who act 
|as field co-editors. 


| No. 2823. The Creation and Pro- 
duction of Advertising Dis- 
plays. 

_ McCandlish Lithograph Cor- 
|poration pictures, in this booklet, 
‘the basic steps involved in the 
'production of displays. Pictures 
and text are from the lithograph- 
La Niesen hits an ordinary floor |er’s movie of the same title. 


~ + 1490 Broedwer a4 dhe 
ay (38 Churck St at Corthontr? 
Newer 144 Brnad $1 


best brains in the agency—while | show like a shot of digitalis, but | 


the American Paint & Oil Dealer | wj}j all those who think of Thomas No. 2822. 
ad is often ‘left-handled’ by juniors| when they see a handsome head | 
under scant supervision. So you|of hair please raise their hands? | 


have the reason why much trade 
paper advertising frequently 
such a sorry-looking nag: what- 


is | Jottings 


Samples of the New 
and Improved Kimfect and 
Truefect. 

| These two sample books, issued 
by Kimberly - Clark Corporation, 
Banner & Greif, New York pub-/| contain printed samples in black 


ever agency attention it gets tends | licist, tells the story of the sales-|and white and in color, showing 


to be second rate.” 


|}man who always took a dog along 


So Burgess asks readers of the | 


booklet to list on one side what) that the dog had a new name. 
|The salesman explained, “Yes, I 


they spend on consumer advertis- 
ing, on the other side trade paper 
and printed promotion expendi- 
tures. 
side total represents a 
good chunk of the total,” and cites 
DMAA’s figures showing that 44% 


It guesses that the second | 
“pretty | 


|an agency joke... 


of the average ad budget goes for | 


printed advertising alone. 

Well, naturally, Burgess recom- 
mends that an advertiser find an 
agency which not only turns out 
a good consumer job but handles 


printed advertising expertly and 
gives “first rate attention” to 
trade paper advertising. And, 


naturally, “Will Burgess & Co. is 
an agency that gives you just such 
a setup.” 

It’s the kind of booklet which 
will make many an advertising 
manager sprint into the sales 
manager’s office, saying “‘Didn’t I 
always say our trade paper stuff 


the effectiveness of various adver- 

_tisers’ illustrations reproduced on 
/K-C’s Kimfect and Truefect Level- 
coat papers. 


on his calls. A storekeeper noticed 


used to call him ‘Sales Manager’ 
because he used to sit around and 
growl. Now he’s gotten old and 
just sits around, so I call him 
‘Vice-President.’’’ Obviously not 


No. 2845. Grocery and Drug Route 
Lists. 

The Press- Telegram, Loné 
Beach, Cal., has issued new route 
lists that are systematized to help 
salesmen make calls. The grocery 
list includes 369 independents an¢ 
chains within the corporate limits 


Back to abnormalcy note: Drey- 
fuss & Son, Dallas clothing store, 
has resumed its “Ridiculous Sales,” 


an annual Dallas event until| and 363 stores in the trading zone 
1941... ‘The drug list includes 102 Longs 
The National Board of Fire! Beach outlets and 79 stores in the 


Underwriters reports that by mid- trading area. 


June more than 90% of the poi- 
icyholders whose property re- No. 2846. Business Activity ‘" 
ceived damage in the Texas City the Critical Years 1939-1946. 
|disaster April 16-17 had been Dun’s Review has charted bus!- 


|paid. Total payments were about 
| $2,777,746. . . 


ness activity, using as indexes '- 
‘dustrial production, income p@y~- 
ments, retail sales, wholesale 
prices, 30 industrial stock price 
averages and current liabilities 
commercial failures. 


According to American-La- 
France-Foamite Corporation, 
“Now you can make water wetter 
for fire fighting.” . . 
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FM Unit; Names 
Stringer as Chief 


WaSHINGTON—The NAB turned 
its attention to the developing FM 
broadcasting business last week 
with the creation of a new FM 
department designed to specialize 
in the business and programming 
problems of the new facility. 
"The department is to be di- 
rected by Arthur Stringer, a vet- 
eran NAB staff member, who has 
recently served as NAB director 
of special services. Mr. Stringer 
was ordered to examine all NAB 
material sent to new members to 
see that the material applies to 
FM as well as AM operation. 

The revitalized NAB FM execu- 
tive committee, under Leonard 
Asch, WBCA, Schenectady, N. Y., 
has urged that the FM department 
devise “a simple, economical 
method of measuring FM receiver 
ownership aS a means of assur- 
ing advertisers and agencies on 
potential FM audiences.” 

It also urged a survey of rate 
practices among FM stations, and 
the extension of daily schedules 
beyond the minimum now re- 
quired by FCC regulations. 


To Oppose Petrillo 


The committee put NAB strongly 
into the fight against music czar 
James C. Petrillo and the efforts 
of musicians to prevent duplica- 
tion of broadcasts simultaneously 
on AM-and FM transmitters. 

The committee insisted that 
“FM is not a separate and distinct 
service but rather an advancement 
in the art of broadcasting.” 

“Dual broadcasting merely gives 
the listener choice of available 
systems and does not in itself en- 
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INAB Sets Up New 


Agencies Collaborate 


Walsh Advertising, Inc., Mon- 
treal, has entered into an arrange- 
ment with Abbott Kimball Com- 
pany, New York, to exchange | 


ing. 


Bragg Joins Sutton 


Graw-Hill Publishing Company, | 


ideas relating to fashion advertis- | 


Appoints Wilder Agency 
Rapids - Standard Company, 
|Grand Rapids, 

Edwin H. Bragg, formerly with | 
the direct mail division of Mc-|ment,. has named Almon Brooks 


sales representative for Electrical 
Equipment. He will cover the ter- 


|ritory formerly handled by R. A. 


Neubauer, who was recently pro- 
moted to vice-president and sales 
manager. 


Mich., manufac- 
turer of material handling equip- 


Wilder, Inc., to handle its adver- | 


New York, has joined Sutton Pub- | tising. Business papers and direct | 
lishing Company as advertising mail will be used. 


Starts Ring Campaign 
Ostby & Barton Company, | 
Providence, R. I., ring manufac- | 
turer, has launched a trade pub- | 
lication campaign to announce a 


featuring the Walt Disney char- 
acter styles. 


Appoints Robeck 


Peter Robeck has been ap- | 
pointed commercial relations man- 
ager of KNX, Los Angeles, and | 
| Columbia Pacific Network. He 


line of rings for boys and girls, 


13 


| was formerly in the CBS depart- 
ment of public affairs and news, 


directing 
casts. 


special events broad- 


SELL BY MAIL 


Let this successful mall order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 
ARTWIL COMPANY, Advertisin 
26-B West 48th St. @ New York 19, 
MEdallion 3-0813 


. ¥. 


large the total listening audience 


of the program, nor increase the | 


amount of work performed by 


program and production person- | 


nel,’ the committee declared. 


The committee also cleared the | 


way for a special election at the 
forthcoming NAB convention for 


an FM director-gt-large for the | 
\NAB board. Under a recent by- | 


law change, the association cre- 
ated 


AM, television and facsimile, ef- | 


fective when there are 25 mem- 
vers from each category within | 
NAB. 

In suggesting special local sur- 
veys on FM set ownership, the 
committee pointed out that it was 
interested only in set ownership, 
and that it did not propose to con- 
flict with the type of information 
collected by BMB and existing 
program rating services. 


Appoints Monroe 

D. C. Monroe, designer of let- 
terheads for the Monroe Printing 
Company, Huntsville, Ala., has 
been appointed advertising direc- 
lor of the Huntsville Chamber of 
Commerce, 


Economy Pumps to Baer 


S. C. Baer Company, Cincinnati, | 

Nas been appointed to direct the | 

pvertising of Economy Pumps, 
, Hamilton, O. 
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KEEPING AN EYE TO THE FUTURE 


The efforts we put into meeting current paper 
needs are only part of the story of Interna- 
tional’s activities. Equally important, we keep 
the future in mind—analyzing tomorrow's pa- 
per needs as well. 

Our organization can therefore plan ahead 
in preparing raw materials in the great wood- 


lands. Likewise, our research men and techni- 


cians are guided as to the direction their work 
shall take. Paper machines, too, can be sched- 
uled far in advance for the desired production. 

All along the line of manufacture and 
supply —including our sales staffs and distrib- 
utors —this “‘eye to the future” attitude pre- 


vails. The kind of planning that considers now 
and the future is all-essential to the require- 


ments of the millions who 


depend on paper 


and its products. International Paper Company, 
220 East 42nd Street, New York 17, N. Y. 
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Per Capita Income 
Hit $1,200 in ‘46; 
East Gains Least 


WASHINGTON—Per capita income 
payments last year reached a rec- 
ord $1,200, more than double the 
$575 average in 1940, the De- 
partment of Commerce has an- 
nounced. 

Total income received by in- 
dividuals last year, the depart- 
ment said, was $169,373,000,000, 
9% more than in 1945 and 123% 
more than in 1940. Income pay- 
ments totaled $75.8 billion in ’40 
and about $155 billion in ’45. 

Income payments to individuals 
include wages and salaries, net in- 
come of unincorporated businesses 
including farms, dividends, inter- 
est, net rents, social insurance 
benefits, relief payments, veterans’ 
pensions and benefits, and service- 
men’s mustering-out payments. 

Greatest gains in income over 
1945 came in the central, New 
England, midwest and northwest 
regions, where individual incomes 
rose 10 to 12%. Iowans had the 
greatest gain, with a 27% income 
rise; Montanans were next with 
20% higher incomes, and Minne- 
sotans third with an average 18% 
increase. Expansion of farm in- 
come was primarily responsible 
for the gains in those states, as 
also in Wyoming (up 17%), North 
Carolina (16%) and Missouri 


(15%). 
East Gains Least Since °40 
In all southern and western 


states except Montana, Wyoming | 


and Oklahoma, income gains from 
1940 to 1946 exceeded the aver- | 
age for the nation. In every mid-| 
Atlantic and New England state 
the reverse was true. Smallest in- 
creases since 1940 have been in 
Delaware, where the per capita 
gain averages 80%, and in Massa- 
chusetts, where it averages 90%. 

The average gain in the East 
and New England is 97%, com-. 
pared with an average 159% in- 
come gain since 1940 in four 
southern and western regions and 
a gain of 121% in eight central | 
states. | 

The only income declines re- | 
ported by the Commerce Depart- | 
ment were 2% declines in per- 
sonal incomes in Florida and Mis- | 


43.7% 
Is ST. PETERSBURG 
In 1946 St. Petersburg’s 


retail sales amounted to 
$85,634,000. This was 


43.7% of the Tampa-St. 


Petersburg Metropolitan 
Market. (Total $195,889,- 
000 — S. M. figures) 


It pays to advertise to St. 


Petersburg—but remember | 


to use St. Petersburg’s own 
newspapers. No Tampa 
newspaper has as much as 
600 average daily circula- 
tion here, and St. Peters- 
burg papers cover this city 
like the sunshine. 


Pr AAS Eh. 


x 
ai al 


, Sissippi since 1945. The latter state 


also had the lowest average an- 
nual income last year—$555, or 
slightly less than the national aver- 
age seven years ago. 

In Nevada, incomes averaged 
$1,703, the highest last year. Next 
highest was $1,633 in New York, 
followed by $1,569 in Washington, 
D. C.; $1,531 in California; $1,494 
in New Jersey; $1,493 in Dela- 
ware, and $1,486 in Illinois. 


Dobson Heads Florence 
Edward F. Dobson, formerly 
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Ad Group May Get 
‘Royal Charter 


| Lonpon—Grant of a royal char- 
‘ter to the Institute of Incorporated 
Advertising Practitioners will re- 
|sult in an important change in its 
| membership classifications. 

The charter, which is expected 
| Shortly, will necessitate change in 
\the titles of agency members from 
| Rewistered Practitioners and In- 
corporated Practitioners, to Char- 


of practitioners in advertising. To 
exercise professional supervision 
over members of the institute and 
to secure for them such profes- 
sional standing as may assist them 
in the discharge of their duties.” 


Sperti Buys Faraday 
Sperti, Inc., Cincinnati, manu- 
facturer of electrical products, has 
aCquired the Faraday Electric 
Corporation, Adrian, Mich. The 
Adrian plant will be known as 
Sperti-Faraday, and will be headed 
by William H. Albers, chairman 


Adverti 


tered Practitioners in Advertising. i Guests aad of diserieie. cha: lithogré 

president of Rundle Mfg. Com- /There are 176 agency members at fe the board; Ralph A ers anc 
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oa president and ‘chairman | cn - p | tively. — #, Olsen, vice-president Hi —_*- 
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board chairman. | one of 39 full-page newspaper. ads » | seca the aims of the institute: Corpor 
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MoS Gun 
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ls - AND Maccéirt Gunn, Country meat 
Gentleman subscribers on a 2000-acre tradi 
ranch 7 miles out of Georgetown, Texas, are app! 
the kind of people big-city folks seldom meet. farm 

But from their story in September Country good 
Gentleman, and from these pictures, you're Be 
bound to find them both good and exciting ranc 
people to know. For they are not only old- hors 


line cow people of the type that gives real yout 


is THE GUNNS practically live on horseback; — 
_ every member has his or her own mount. 
Their house plays second Bee 20. toe oet- 
_ doors— where they do most of their | 


2. PRINCIPAL CROP is calves. At 

and deticking time, Roy use~ his own man- 
saving method—pens his cattle, gives 

os seed Be compete as need mill around. — 


OUTDOORS, AS USUAL, the Gunns enjoy. 
supper. Another happy, successful farm 
pe peices Woviag that the end — 
ro duct can Es 


ONE OF Roy's 650 Angora goats gets @ 
. These animated appetites keep 


“from becoming a atelpae Sheared twice y 
: currently net around 
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iPhoto-Lithographers 


to Meet Oct. 22-25 


The National Association of 
photo-Lithographers will hold its 
15th annual convention in the 
Book-Cadillac Hotel, Detroit, Oct. 
99-25. Fifty-six booths will be 
set up with much of the machinery 
in actual operation. Featured will 
be a 22x34 offset press, cameras, 
folding machines, complete plate- 
making equipment from whirler 
to vacuum frame, and a new 
color-matching lamp. 

Other exhibits will feature 
lithographic inks, chemicals, roll- 
ers and dampener covering mate- 
rials, film lineup tables and dark- 
room equipment. 


Two Name Bernstein 

Bo Bernstein & Co., Providence, 
has been appointed to handle the 
advertising of Monarch Textile 
Corporation, Fall River, Mass., rug 
manufacturer. Fashion magazines 
will be used. The agency has also 
been named to direct the adver- 
tising of Ann Dale Products Com- 
pany, Fall River, manufacturer of 
Ann Dale packaged peppermint 
and cocoanut cream candies. 
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Rising Talent 
Costs May Cut 
Net Radio Use 


PHILADELPHIA—Talent costs for 
radio shows have increased much 
more than radio network time 
costs since 1942-43, Alderson & 
Sessions, marketing counsel here, 
reports in the August issue of its 
“Cost and Profit Outlook.” 

It declares that since 1935, when 
talent cost 40% as much as time 
on networks, talent and time costs 
rose at the same rate till during 
the war, and that in the recent 
39-week September-through-May 
period the ratio had increased to 
56.1%. Talent costs were obtained 
from Variety for the study. 

In the five years from 1942 to 
1947, Alderson & Sessions says, 
average national network talent 
cost per program jumped from 
$4,008 to $6,233, while average 
cost of time per program in- 
creased from $9,539 to $10,590. 
The biggest jump in talent cost 


took place in evening programs, 
with average cost rising from 
$4,650 to $7,350. Daytime talent 
expenditures decreased 30% from 
1945-46 to 1946-47, largely a re- 
sult of cancellations of daytime 
shows. 


May Bring ‘Better’ Programs 


The company points out that 
the cost of reaching audiences is 
increasing and that advertisers 
whose programs have low ratings 
may have to drop use of network 
radio. 

“Assuming that the present 
trend of talent costs continues,” 
A&S says, “the advertiser who has 
the program with the best com- 
parative quality may be the only 
survivor on the air in some of 
the most desirable periods. 

“When that occurs, both net- 
works and sponsors may be forced 
to give more intensive considera- 
tion to non-duplicating audiences. 
Instead of seeking the lowest com- 
mon denominator of public taste 
to attract mass audiences, they 
may be obliged to offer real al- 


ternatives in order to utilize such 
time periods at all.” 


Frigidaire Announces 
Price Increases 


The Frigidaire division of Gen- 
eral Motors Corporation, Dayton, 
has increased the prices of some 
of its products. Frigidaire appli- 
ances affected include electric re- 
frigerators, showing an increase 
of $5 to $15, with no increase on 
three models; electric ranges from 
$5 to $10, with no increase on two 
models; and the automatic electric 
washer, which has been increased 
by $15. There is no boost in the 
prices of Frigidaire home freezers, 
electric dryers and ironers. 

Commercial refrigeration and 
air conditioning product prices 
have been adjusted upward, on 
an average, by approximately 
21/3%. 


To House of Twiss 


F. W. Berk & Co., Wood Ridge, 
N. J., manufacturer of mercury 
and mercurials, has placed its ad- 
vertising with the House of J. 
Hayden Twiss, New York. 


¥ 


has created a life that tops most Western thrillers 
(No. 6 in a series of ‘Good People to Know’’) 


meaning and dignity to the western ranch 
tradition ... the Gunns also typify the modern 
approach to farming—the attitude that 
farming is a happy means to a happy end, 


good living. 


Both Roy and Maggie were born on 
ranches. Roy’s first job was breaking wild 
horses. Maggie, his “pardner” 
youth, used to take ’em from there and school 


from their 


* 


*em. Their three kids are Gunns of the same 
calibre. Even 8-year-old Sammy has a hand in 
running the family ranch. 

This is a robust, refreshing story of a family 
which gets a big bang out of life and which 
could probably lick any kind of problem. It is 
a story which will inspire many another of 
America’s farm families in their search for a 
larger, fuller life on the land. 


ee 


i 


», likes to cook, sew 6, WHITEY, @ ‘Mexican burre, ploys 


role as pack animal, saddle donkey or cart si 
horse, Sammy, 8, atop Whitey, adheres like _ 
anything four-legged, at speed. 
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Parker Offers Aid 
to ‘51’ Imitators 
in Italy, Orient 


JANESVILLE, Wis.— Parker Pen 
Company, in what it calls an un- 
usual application of the Good 
Neighbor policy, has ,offered to 
help instead of prosecute foreign 
infringers on its patent rights. 

Parker has_ scheduled large- 
space advertisements in newspa- 
pers in Shanghai, Hongkong, 
Singapore and Italian cities an- 
nouncing the policy. A large pro- 
portion of Parker “51” pens is 
sold in the export market. 

Parker imitators are given the 
choice of facing prosecution or 
accepting research and engineer- 
ing aid in producing products 
suited to their skills, materials 
and equipment. Parker will also 
help competent foreign pen mak- 
ers to obtain hard-to-get ma- 
terials. 


EVERSHARP TO PLUG 
NEW ‘CA’ CARTRIDGE 


New York — Eversharp, Inc., 
will shortly switch its promotion 
to back a new tamper-proof cart- 
ridge for its CA ball-point pens. 
Advertising plans are still indefi- 
nite, with some observers com- 
menting that the company will 
maintain its present schedules but 
substitute copy for the cartridge. 

The cartridge is made of alumi- 
num and brass, has a _ self-con- 
tained tip and ball assembly, and 
requires no adjustment by the 
purchaser. Martin L. Strauss II, 
chairman of the company, said 
the 1948 cartridge is now in quan- 
tity production, and is standard 
equipment on all CA pens now 
being shipped. 


Joins Davison-Paxon 

Lu Felsen, assistant advertising 
manager of Franklin-Simon Com- 
pany, New York, for the past 
three and a half years, has joined 
Davison-Paxon Company, Atlanta 
as fashion copywriter. 


Gets Jewelry Account 


Ben Kaplan, Providence, has 
been appointed to handle the ad- 
vertising of M & S Jewelry Mfg. 
Company, East Providence. Trade 
publications will be used. 
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BEGINNER'S LUCK ? starts Buiiding 


No! Auy amateur can set 


FOTOTYPE 


All letters in each line are quicklyas- 
_ sembled and automatically aligned in 
special composing stick ready to paste 
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Leases Shuttle Service |the May Company will be avail-| 


iF © ' 
|able, with one hour free parking | lJ ) { d 
The May Company, Denver, has |to customers making a purchase | $e as irec e 
taken over the lease of the Shop-| of $1 or more. The service was| 
pers Parking Service. Three-min-| started a year ago (AA, Oct. 7,| 


s 8 
sevice rom parking are fo ie) ceiving Shope oy Ruled Sufficient 
ticipating. 2 

for Laxative Copy 
The St. Paul Dispatch and Pio- 


WASHINGTON —A_ sharply split 

neer Press have started construc- ‘ 
tion of the first unit of a million- | *TC adopted a policy change last 
dollar building program, a new| Week which will relieve laxative 
stereotyping room and an addition | advertisers of the responsibility of 
to the mailing room, expected to} including prominently worded 
be ready for occupancy in Febru-| “warnings” in their press and 
to the finished art. Ideal for heads... IRR radio copy. The decision is of par- 
riage her gr. apes Risgrt cee ‘ticular importance as it applies to 
ehagiaa Vani PORMEIene oe. Fitzgerald Agency Moves radio advertising, since the use of 
on Fitzgerald, Inc., advertising | detailed warning expressions is a 
Y hie agency, has moved to larger offices | Serious handicap in this medium. 
—— am at 1021 Hospital Trust building,| A three-man commission ma- 
1415 ROSCOE ST., CHICAGO 13 BRawiirrnras R. I. . jority forced the issue here last 
week as the commissioners 
_weighed the need for a new action 
| against a firm which was not con- 
‘forming with the FTC require- 


GIBBONS 


KNOWS CANADA 


3. 3. GIBBONS LTD. aoverrisine . | ment 
HEAD OFFICES 200 BAY STREET TORONTO | 
TORONTO + MONTREAL «+ WINNIPEG « REGINA «+ CALGARY «© EDMONTON «+ 


VANCOUVER 


| The majority argued that the 
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NEW YORK: SUITE 303-4, my MADISON AVENUE e Phone: PLAZA 8-2740 
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possible dangers inherent in use} 
of laxative products were suffi- 
ciently well covered under the 


Advertising Age, September 1, 1947 
label restrictions of the Food and 
Drug Administration. 


A Ger Foe You/ 


| —— we” a b 
Pi . ‘ metal coasters a ae 
point to these contingencies in the | f Tee) eo » 


advertising, since it should be as- | RY Pe ge 
sumed that the public reads the | intRoouere | 2) a6 
label before using a product of | oe Rate hy SS e3 
this type. nto OS eg 
For several years the commis- , Ze ee 


sion has been attempting to force 
makers of food, drugs and cos-| \\ 
metics to include elaborate dis-| -¢ 
claimers on their labels or in their 
advertising if any harm could re- 
sult from use of the product. 

- Some of these cases have been 
questioned in court as a duplica- 
tion of the efforts of the Food and 
| Drug Administration. FTC  in- 
| sists, however, that it is merely 
jassuring the “full truth” about 


| Products in their advertising. 
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ALWAYS BUY ALBERS 


CORN FLAKES : 


BUBBLE TOASTED—Above is _news- 
paper copy by Albers Milling Co., Se. 

Points Out Dangers attle subsidiary of Carnation Co., an- 

| In half a dozen laxative cases,| nouncing its new Albers corn flakes. 

|including such products as Ex-| The “bubble toasted" flakes are em. 

| Lax and Feen-a-Mint, FTC argues phasized as “western made. 

| that the product can be dangerous 

|when taken “as. directed.” Itis ’ 

‘points out that some of the com- Mr. D. A. Heads 

/mon symptom§ mentioned in the 


_advertising may also indicate ap- | P ulse Top Ten 


|pendicitis, and that the product! New York — Radio listenership 
is dangerous if taken by a person | stij] is moving downward, accord- 
| suffering from appendicitis. ing to the July-August report of 
| In such labeling cases, the com- | Pulse, Inc., which put Bristol- 
|mission has asked firms to print Myers’ “Mr. District Attorney” in 
| full warning statements on labels, | grt place with a rating of 12.7. 
and use the expression “Warning, Sets-in-use dropped an average 
| use only as directed” in press and| of 392 per quarter hour in the 
|radio copy. As an alternative, it four-city area covered in_ the 
has insisted on full warnings in study during the last two months. 
| the advertising outlining possible Average sets-in-use ranged from 
dangers, since the matter at issue | 91.9 for Boston to 20.1 for Phila- 
last week was an informal pro- delphia. The others covered are 
_ceeding. The arguments of the| New York and Chicago. 
three-man majority and of the Others on the top 10 for eve- 
other two commissioners have not ning: 

| yet been stated publicly, though | tnner sanctum 
they presumably will be as soon|Suspense .................005. 11.7 
as any of the pending formal cases Cae TOOUOH i. hic ees esmesess. 9.6 


leted ae, GR a ee te 9.6 
| are completed. . (Ce BOO Oe TI kvcictcacaen. 
In general, however, the major-| Crime Photographer 9.2 


ity was reported to be in sym- | Rooftops fae. eer i 
pathy with the position of Michael] Fy “Sutistian ss ss. 8 
F. Markel, former Food and Drug| First timer on the list was Co- 
Administration attorney, who de-|jymbia’s summertime dramatic 


fended the advertising for Ameri- | sustainer, “Rooftops of the City.” 
can Dietaid’s “Tam” at a hearing 


ABC’s “Breakfast Club” topped 
‘here last fall (AA, Nov. 4). 


, ; the daytime favorites at 6.4, with 
At that time, Mr. Markel pointed Ivory Snow’s “Rosemary” as run- 
out that Congress entrusted label- | 


& ner-up with a rating of 6. 
ing rules to the Food and Drug Other daytime leaders: 
Administration. 


yO Se ee Sar ee 6.0 
| Ma OE” 4 5 6.0 
‘Advertising is Different’ = Ping ced 5 
| 4 : |Young Dr. Malone ............ 5.8 
Congress recognized that ad~ | chiding Light oy ae ha eet > 5.8 
vertising is something unique and | Our Gal Sunday 5.1 
different from labeling; that it is | Arthur Godfrey ........-...+-. 
/not merely the extension of the |My True Story ......-...+..+-- 
|label on the product,” Mr. Markel ti ed a na 
| said. Toni Goes to Canada 
Arguing that the function of ad- Toni heme permasiant wave kits 
| vertising is to create demand for : rj 
t. Paul, 
the product, he declared, “Con- made by Toni Company, S 


; are now available for the [first 
gress never intended that adver-|time in Canada. They will be 
|tising should contain statements | nationally advertised in all lead- 


which in themselves negate the| ing newspapers in Canada, and in 

| very purpose of the advertising.” |Canadian magazines, as well as 
The first break in the FTC posi-| American magazines distributec 

‘tion on “warnings” came last De- | in the Dominion. Radio programs 

cember, when the commission de- | Will also be scheduled. 

|cided to leave most “labeling” 


matters to the Food and Drug Ad- KJR Appoints Bradley 
ministration. Since then it has Roland Bradley, formerly engi- 
dropped the “warning” proceed-| neering historian for Boeing Ail- 
ings against a number of head-|craft Company and before that 
ache remedies, which conformed | production director of Stations 
to Food and Drug regulations. KOMO-KJR, Seattle, has been ap- 
|pointed program director of Sta- 
| tion KJR. 


Buys Stanley Division 

Angell Mfg. Company, Dayton, 
|maker of embossed metal name | 
| plates, labels, seals, metal decora- 
tions, instrument dials and string 
tags, has purchased the Products 
Identification division of the Stan- 
ley Mfg. Company, Dayton. 
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Joins Kenny Press 

Frank M. Schmift, formerly ad- 
| vertising manager of Radio Main- 
tenance Magazine, has joined the 
staff of Kenny Press, Newark, | 
photo offset and letterpress) 
printer. He will take over the) 
advertising and sales promotion | 
activities as well as represent the 


firm in a regular sales capacity. 
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e.. Vo TO PLAN THEIR SHOPPING 
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sae 57 | e Inquirer has a definite hold on Philadelphia 
i OF ADVERTISING LEADERSHIP . , 
a Sais idan inaaiees hos women. And Philadelphia women hold fast to 
) maintained leadership in 
wave kits : Spisabtekintpis so a Ae The Inquirer! They depend on this friendly 
, the first ce : 
eo ge & family paper for complete, unbiased coverage of 
ida, and in 
ested the news... for special features on homemaking, 
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Kellogg Promotes Greer 


Selby F. Greer has 
pointed general sales manager of 
the Kellogg division of American 
Brake Shoe & Foundry Company, 
Rochester, N. Y. He has been 
with the company since January, 
1944. 


been ap- 


‘Anchor Lumber to Moss | 


Moss Associates, New York, has 
been appointed by Anchor Lumber 
Corporation, Brooklyn, industrial 
and building lumbers and mate- 
rial, to handle its advertising. 


Newspapers, business papers and | 
| 


‘direct mail will be used. 


Advertising Age, September 1, 1947 
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“Several times people have backed me into a corner 
and asked me point blank, why we devote so much 


“WHY OUTDOORS x4 0915?" 


space to Sports and Outdoors in the Eagle 
1 usually try to ignore the question but if 


twisted far enough, | have to admit it's because that's 
what the readers want. It seems kind of silly to give 
anybody anything they want these days, but that’s 
the way we do things in the Eagles. Our Poll of 
Eagle Opinion shows that 86% of the Eagle members 
prefer a large Outdoor and Sports department, so 
that’s what they get, and as it’s a man's magazine mm- 


1 suppose this makes sense." 


MORE THAN 
ONE MILLION 
SUBSCRIBERS ™ 


§ 


Magazine. 
my arm is 


_ Magazine 


704 WARNER BUILDING - 


By STANLEY E. COHEN, Washington Editor 


'Ooms Ends House-Cleaning; (simplify processing of minor in- 


: | ventions, but there was no word 
| Review of Patent Orders Likely from the Davis committee. As the 


WasHincton — Casper Ooms) backlog of untouched postwar ap- 


heads back toward his profitable | plications mounted toward 100,- 
|Chicago law practice this week, | 000, he felt he could not carry on 
| reportedly “fed up” with delays| with methods condemned as long 
| which prevented him from carry- | ago as 1913. 
| ing out his ideas for a house- Many Ooms ideas clashed with 
| cleaning of Patent Office regula-| those of the patent law bar. On 
tions. ihis orders, patent attorneys were 
Since his arrival two and one-| forced to tone down their adver- 
half years ago, Ooms has been |tising until copy resembled busi- 
limited largely to juggling per-j|ness cards. Currently, NPA and 
sonnel. Basic law and procedural | other media groups are fighting 
changes for his organization await| an Ooms order which stops at- 
the findings of a Presidential com- | torneys from advertising for trade- 
mittee, headed by William H. | mark business. 
Davis, former economic stabilizer. | These Ooms “ethical” interpre- 
Ooms asked immediate action to | tations will undoubtedly be re- 


|\viewed by Lawrence C. Kings. 
| land, the incoming commissione; 
| A successful 63-year-old St. Loyj 
| patent lawyer, Mr. Kingsland (irs: 
served the government last Jan. 
uary, as adviser to the new Pj}. 
ippine Republic in the prepara ion 
of patent and trademark law: 
oR co * 


When broadcasters take up the 
new “Standards of Practice” cod 
to be offered at the NAB conven. 
tion Sept. 18, their discussions 
may center on one big catch: hoy 
to make the code stick. Some be. 
jlieve repeated violations should 
|be punished with expulsion fron 
| the association, but they have al. 
| ready been warned by NAB Presi- 

dent Justin Miller—a former 
member of the U. S. Court of Ap- 
peals here—that such rules in- 
| volve anti-trust implications. His 
warning was underlined at a fed- 
eral grand jury probe of real 
estate brokers here last week. Jus- 
tice Department questioning hit 
at an expulsion clause directed 
against real estate brokers who 
cut fees. 


SALES TERRITORIES 


are NOT defined by State lines 


laa 


Sell the WHOLE Market 


The “Sure Crop Area” is a marketing unit—and is so rec- 
ognized by manufacturers, branch offices and wholesalers. 
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122,00 
Net Paid Circulation 


Agricultural .interests involve (1) Irrigation Farming, 


(2) High Altitude and Plains Farming, and (3) Livestock 


Production. 46.1% of all the irrigated land in the U. S. is 
here—where a general crop failure is unknown. The live- 
stock industry alone is a billion dollar business. 46.3% of 


the nation’s beet 


Farm and ranch people in the ‘Sure Crop Area’ (51% 
rural) have common problems and interests in: politics, 
economics, water for irrigation and power, public domain 
for grazing, freight rates, development of a greater West. 


The Western Farm Life, 49 years young, offers advertis- 
ers the one economical and effective means of covering this 


Whole Territory. 


New York e 
Kansas City 


Chicago e 


sugar is produced in this area. 


DENVER, COLORADO 
National Representative: THE KATZ AGENCY 


Detroit 
e San Francisco e 


—In a market which has never 
had greater buying or wanting power. 


State No. Farms Subscribers 
ee 47,618 44,898 
Wyoming................. 13,076 10,198 
eS 26,322 11,211 
New Mexico............ 29,695 14,050 
Se 21,056 8,056 
So. Montana............. 14,211 9,253 
W. Nebraska... 11,120 12,983 
i cccnsuinccs clubeeuiee 11,419 
iis veka eincatis 163,098 122,068 


Editorial influence is at an all time high. 
In 1946 nearly one out of every two 
subscribers wrote for some bit of service 
or information a total of 52,653 
pieces of mail. 


1946 CASH Farm Income $1,169,931,000 

.. an average of $7,112 per farm. The 
“Sure Crop Area” is good ground to 
cultivate for SALES. 


e Atlanta e Dallas 
Los Angeles , 


% * * 


Justin Miller, incidentally, is a 
member of the U. S. delegation 
currently discussing the  over- 
crowded shortwave channel at the 
International High Frequency 
Broadcasting Conference in At- 
lantic City. The U. S. delegation 
suggested at the 39-nation meet- 
ing that everyone, including our- 
| selves, cut down on the amount of 
| shortwave broadcasting. State De- 
|partment experts estimate that 
there currently are 739 shortwave 
stations serving 28,700,000 receiy- 
ing sets outside this country, and 
that as many as a third of these 
transmitters are outside the as- 
| signed shortwave band. 

1 * * 


| Many broadcasters and would- 
be broadcasters have discovered 
lately that it is almost as hard to 
find a good call letter as it is a 
| frequency. With hundreds of new 
| stations still to come, U. S. dele- 
| gates to the International Tele- 
‘communications Convention asked 
| last week for a whole new set of 
|call letters to bolster the U. S 
supply. If other nations agree, 
|new series of call letters beginning 
| with “A” would be offered th 
Army and Maritime Commissio' 
| in exchange for “W” and “K 
| letters useful to broadcasters. Thi 
| Navy would continue to have its 
| “N” series. 


* * 


Rep. Forest A. Harness, chail- 
man of the House expenditures 
subcommittee searching for abuses 
by government “propagandists, 
| promised last week to stay awa) 
from information personnel wh 


| stick to their job of ‘“dissemina- 
He limited his 
objective to those who “use pub- 


ting information.” 


| lic funds to influence Congress [0 
or against legislation.” 
and 


|tween information 


ganda. 


| principles.” 
co Bo co 


The government’s recovery fro! 


surplus war property fell to a lou 
of 15% of cost during July, W” 
Assets Administration reports. Fo 


—— 
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Hit the 


MAREET 


for variety goods, sundries, thru 


1250 wholesalers’ salesmen 


e 
MODERN RETAILING 
250 Fifth Avenue, New York |, N. * 


Harness 
\tried to draw a distinction be- 
prope- 
“Information is the act 0 
| process of communicating know! 
| edge; to enlighten,” he said. ‘Prop: 
|aganda is a plan for the propag@ 
tion of a doctrine or a system 
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ITU ‘Conditions 
of Employment’ 
Rule Adopted 


CLEVELAND — Without a hitch, 
the International Typographical 
Union at its annual convention 
carried through plans to change 
its general laws to by-pass pro- 
visions of the Taft-Hartley law 
(AA, Aug. 25). 

Especially repugnant to the cen- 


three fourths of a billion of left-| 
war equipment of various 
pes, Uncle Sam cleared only 


fron nearly $20 billion of goods is 
nniuing at a rate of 33.1%, but 
war Assets is not very hopeful 
about the recovery rate on $8 bil- 
lion of goods now on hand, or of 


the billions yet to come. 
a * * 


No wonder the politicians jump 
when they hear the word ‘“‘vet- 
eran.’ Veterans Administration 
estimated last week that veterans 
and their families now make up 
399, of the nation’s population, 
and that five years hence they will 
constitute 48%. VA now does one 


closed shop provisions in labor 
contracts. The ITU, in a rider to 
j}a policy statement permitting 
|; members to stay away from work 


of the world’s largest records | on election days, ruled that its 
management jobs, maintaining | locals not execute union shop or} 
130,000,000 records of various 


other contracts with publishers or 
types for veterans. It handled an | 


tury-old ITU is the law’s ban on/| 


| printing plants. 


|for those employers who do not 
“We realize that this policy may | approve the policy to prepare uni- 


| bring some disappointment to our laterally a set of conditions of em- 


employers,” the union admitted. | ployment that 
On expiration of existing con- | satisfactory.” 

tracts, the ITU decided, “members | a 

may accept employment only from 

employers who are willing to em- Kasco Boosts Peterson 

ploy them under the ‘conditions of Kasco Mills, Waverly, N. Y., has 

employment’ which the several | promoted Larry Peterson from as- 

unions adopt, after approval b | sistant director of research to as- 
“lily i 2 Y | sistant sales manager of the farm 

the executive council of the ITU. | beste’ 

: ; : | feed division. 
.. It is our policy that local unions | 


do not seek to qualify as repre- | 
sentatives” under the act, “except | Marketers Elect 
A. R. Tofte, manager of the ad- 


in special cases.” Locals may not | 
enter into “no strike” agreements | Vertising and industrial press de- 
or contracts without permission | P@ttment of the general machinery 
from the ITU council. b hentns 5" ye tthge neg Mfg. 
, ompany, has been elected presi- 

The ITU declared that, while | dent of the Milwaukee Industrial 
the union insists on such uy, | Marketing Association. Other of- 
lateral action, “it may be possible | ficers are Emory Heuston, public- 


would be very 


19 


ity manager of Bucyrus-Erie Com- 
pany, vice-president; Ken Cook, 
Ken Cook, Inc., local director, and 
Harry G. Hoffman, Hoffman & 
York, Inc., national director. 


BuildingSupplyNews 


in CIRCULATION 


in ADVERTISING 
in LEADERSHIP 


estimated 175,000,000 pieces of 
mail in fiscal 1947, and has guar- | 
anteed nearly a million G.I. loans | 
totaling more than $5 billion. 
* * * | 
Rural Electrification Adminis- | 
tration reports its affiliates adding | 
22,000 customers monthly, and | 
estimates that all rural America | 
could be electrified in 20 years if | 
the rate of expansion were main- | 
tained. Census Bureau esti- | 
mates the farm population had 
climbed to 27,550,000 by Jan. 1,| 
1947. While this is 700,000 above | 
the estimate for one year previ- | 
ous, it is still 3,000,000 below 
April, 1940. (April is a period of 
seasonally high farm population.) | 
. Commerce Department finds | 
paper and pulp production for six 
months of 1947 55% above the 
same period of 1939. Despite) 
higher prices, Commerce doubts 
whether the industry had any 
gain in “real” income, however. 


Britain Woos Tourists 


in Extensive Campaign 


The British Travel Association, 
tourist division of the government | 
tourist and holidays board, will 
release the first of a series of full 
page black-and-white “Come to 
Britain in 1948” advertisements in 
October issues of national maga- | 
The campaign will con- | 
tinue through the spring and early | 
summer of 1948. Newspapers of 
20 cities throughout the country | 
will be used from February | 
through May, at the height of the 
tourist selling season. Travel busi- 
ness publications also will be) 
scheduled. } 

Copy will urge tourists to visit | 
Britain next year, and will feature | 
the fact that the British will play 
host to the world in 1948 in con- 
nection with the Olympic games. 
Among magazines to be scheduled 
are Atlantic Monthly, Harper’s, 
Holiday, Life, National Geo- 
graphic, Newsweek, The New) 
Yorker and Time. Cecil & Pres- 
brey, New York, handles both ad- | 
vertising and public relations for 
the account. 


Abbey Names Seitz 

Abbey & Co., Buffalo advertis- 
ing and public relations agency, 
Nas named Homer R. Seitz, for- 
merly with the Veterans Admin- 
istration, as assistant manager. 


Florists to Meet 


Th Florists Telegraph Delivery 
Asso. \ation will hold its 33rd an- 
nual 


ational convention Sept. 1-5 
Stevens Hotel, Chicago. 


7 
ay +} 
me Ul 


New Westminster, 
ncouver and the 
aser Valley. > 


cHNW 


WESTMINSTER, B.C. 


BETTER USE THE PAIL, 


You'll get better results! 


PAL... 


And, in oil advertising, you get better results if you 
use The Oil and Gas Journal . . . the LARGEST oil 


and advertising volume. 


Because .. . they have found that... 


"FOLLOW 
YOU FOLLOW THE 


publication in BOTH readership (paid subscribers) 
Driblets of advertising 
scattered among the other 26 oil papers is like 
“bailing-with-a-spoon.” So, since more oil men 
CONCENTRATE their reading in The Journal than 
in any other oil publication, advertisers likewise 
CONCENTRATE their advertising in The Journal. 


THE JOURNAL... AND 
Ol INDUSTRY” 


PUBLICATION OFFICE: TULSA 1, OKLAHOMA - OFFICES: NEW YORK, PITTSBURGH, CHICAGO, LOS ANGELES, HOUSTON, ENGLAND, CANADA 
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Modess Fall Drive 


| Features 3 Sizes 


N. J—Personal 
») | Products Corporation will use 934 
4 newspapers in more than 900 
: cities throughout the country and 

32 national magazines to announce 

the availability of Modess in three 
sizes. 

Pointing out that one out of five 
women use other than standard 
size sanitary napkins, Personal 
Products reports it will continue 
to market the Modess regular in 
the familiar blue box, but will 
market a new Modess junior in 
a green box and a new Modess 
super in an orchid box. 

Window and counter displays, 
and free newspaper mats will be 
available for dealers’ use. Young 
& Rubicam is the agency. 


MILLTOWN, 


“— >. A 
€. oy <n Beam, 


we 


reek us about... 
CUSTOM MOLDED 
PLASTICS FOR \ 
SALES PROMOTION ‘am 
PROGRAMS 


(WE OFFER A COMPLETE SERVICE IN THE 
“PRODUCTION OF PLASTIC PRODUCTS 


| Write to Department A for 


PLASTIC ENGINEERING, INC. 
8506 LAKE AVENUE 


CLEVELAND+2+OHIO ‘Promotes Air-Vac Hat 


|duce the new Ajir-Vac hat, which 
has an exclusive ventilating proc- 
ess between crown and perspira- 
tion band. Using the theme “air 
gets in your hair,” the campaign 
is scheduled to break in mid- 
September, appearing in The Sat- 
urday Evening Post every other 
week. Additions to this schedule 
are expected. Bermingham, 
Castleman & Pierce, New York, is 
the agency. 


Opens Office in Atlanta 


The Southeastern Micro-Film- 
ing Company has_ established 
southern headquarters at 410 
Mortgage Guaranty building, At- 
lanta, and will later open branch 
offices in “key” cities throughout 
the South. 


Forms Paint Co. 


Frank Misener, for 21 years in| 
the advertising department of the | 
Toronto Star Weekly, has _ re- 
signed to organize Barnes & Mis- 
ener, a retail paint business, in 
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SENSATIONAL VALUE 


Ft OUT AND MAIL 
COUPON TODAY 


Mac Lachlan Hat Company,| Alliston, Ont. The company will 
South Norwalk, Conn., will launch! be agent for several paint com- 
la new magazine series to intro-| panies. 


LIVESTOCK DOLLARS are Marching to Market 


in Oklahoma.... 


ae a . - - — 
oe ‘ + m $ Pa Meet 3 
ae j fy ae oe 


*The paid circulation of The Sunday 
Oklahoman also reached an all-time nigh 
of 211,487 on May 4, 1947 


CLOSE ON THE HEELS of the announcement of a 
record Oklahoma wheat crop of 115,168,000 bushels, 
valued at an all-time high of more than $230,000,000, 
comes exciting news from the state’s cattle country. 
Range conditions as of June 1 stood 6 points above the 
10-year average, condition of cattle up 2 points. Cattle 
and calves received at Oklahoma National Stockyards 
in May numbered 51,789 against 32,323 in May, 1946. 
This stock was bringing the highest prices on record, 
cattle selling at 70% and calves 80% above prices at 
the close of World War I. This summer income means 
autumn buying in the Oklahoma City market . . . buying 
most easily directed through fall and winter advertising 
in “The Daily Oklahoman and Oklahoma City Times. 


THE DAILY OKLAHOMAN 


*, OKLAHOMA CITY TIMES 


| kip resented ty the Kat 4gency, e Inceyporated 


THE COREL AMOMA PUBLISHING COMPANY 


THE FARMER STOCK MAN war Omianoma Citr MvVOR, COLORADO SPRINGS 
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HEAD TO FOOT—Kitchen Klenzer's set of premiums include such items as ns 
nylons and a comb set, in Fitzpatrick Bros. new drive to boost sales. Copy— ope 

300 lines—is concentrated at present in the Middle West. ated | 

2 fore, 

Kitchen Klenzer | Wyatt Leaves Schenley §,,. : 

Off P ° to Start Own Concern tion 

ers rremlums which 


Cuicaco — Kitchen Klenzer is 
getting a new sales stimulant in 
the Midwest with a series of pre- 
mium offers. 

Newspaper copy of 300 lines, 
placed in papers as far east as 
Pittsburgh, offers purchasers a 
variety of items including nylon 
stockings and a six-piece comb 
set. 

A number of premiums were 
widely tested by Fitzpatrick Bros., 
through its agency, Russel M. 
Seeds Company here, to determine 
the most popular items. From the 
pre-tests, using radio spots, direct 
mail and counter displays in a 
variety of stores, the comb set and 


|a set of bowl covers got the nod 


|for the first major push through 
| 


newspapers. 
Kitchen Klenzer users are of- 
fered the six-piece set of combs 


| “in assorted gleaming jewel colors 
of virgin polystyrene with ball- 
| point teeth” for only 25 cents and 


two package labels. A “genuine 
bristle rotary comb cleaner” is 


offered for prompt mailing of the | 


coupon. 
The $1.39 nylon stockings go 
for 75 cents and two labels, with 


a ball-point pen and key chain, | 


under similar conditions. 


Allen Promotes Boyd 


Betty Cobb Boyd, who has been 
copy chief of J. P. Allen & Co., 


|a plastic bracelet and the set of | 
| bowl covers offered to consumers 


Atlanta, has been promoted to as- | 


sistant advertising manager. 


John M. Wyatt has resigned as 
director of sales and merchandis- 
ing training for Schenley Distil- 
lers Corporation, New York, to 
open his own office as a sales, ad- 
vertising and public relations con- 
sultant, at 350 Fifth Ave., New 
York. 

Mr. Wyatt held the Schenley 
post for five years and was origi- 
nator and author of the Mark 
Merit institutional advertising 
column. He was formerly vice- 
president of Erwin, Wasey & Co., 
and before that marketing direc- 
tor for Calvert Distillers Corpora- 
tion. 


Names PR Director 


Carl Winfred Snyder, formerly 
publicity director of Lyon Meta! 
Products, Inc., Aurora, IIl., has 
been appointed public relations 
director of the Hawthorn-Mellody 
Farms Dairy, Chicago, a division 
of American Processing & Sales 
Company. 


A 
ADVERTISING 


6 
DITED FO 
ITs READERS 


Building 


SUPPLY NEWS 


tentlo 
Rec 
netwc 
suffici 
ip an 
exam 
the ¢ 
noon¢ 
gram 
ago C 
to be 
000 v 
users 
tions. 
A 
Ho 
take 
Lou ( 
come 
ABC 
ing u 
per 
plans 
poter 


cleat 
and 

In 
f I 
NBC 


| si ea 
20 i se 
{ e ee , ; re pis ae 3 
| eo | ( Ay act Au 
| és es N= 927i i 
: | a \\e ABA KLE j 
| . d <n \ FrER , BA 
| aq q a. \ 430 6-Paece Sky pick Fia| 
eae a OWS \ Wee e es ie 
| ey LQ a i ™, Ad 
| “ - hires rises } Y; £ 
| sae ae a \% Rs aes a r/ C 
SS y, ~ Soe — 
| . ee ee a Bi es hg Sas a ee Ta 
| — 7 a of 
i ee ae 
& ( a a alae 
ra & , a FT 
ae | j F a a | 
er SS ( 
" AE Ne — 
: f 7 * a mas 
| Ar { \ Ee wee | 
; : : ss Vv ‘ 3 as # as me a m tae. i — 
is | f) ae H Na) & - Semen Salt eh at . : ete aaa seas — 
id — Wane: | ~ —- i SS =e | 
a FES He: Ves: © ff gr ve tee 
2 hy \ Vt) SSaees Aves a i 
: ae F 4 q } : reer on ak ee | 
a ay aay See sis = = . = ee. eee mee * sueaptinamilliaess = 
| ¥ a pt ieee i s cee i 
a " f & : ore ain $2 y i. ‘ . “die x ee ao ee 
a | a ice i ee oo * : + ¥ 
| me te a aa ~ ny a %) "2, an (Aen \\ = ane . 
| ’ wee — .. BS, a am ll ’ . ae ‘ * os ae : ae | ae 
‘ . » & oe ae ; . “4 ME he “ras be é Li seine mt —— 
ere oe ee se ‘ “eee Sw We z= va 
a a ; s,s ; : \. eae A ae Me 
eo Scape — ‘ , \_ ES 7 
‘i ) 5 , a3 . = . ‘i a q %, ~ 2 o, ‘ AS ox ‘ i the 
3s gt goal Piveay x oes * ‘ ne a ‘% piss a Ste ae nk * tee. —e— re th > 
e ‘iin Be oe 5 one 4 = , eS Yi - a a | ry | ents 
. it ae: a & ie ; --\ ' | ee towe 
. a % pe jues 
fe ee | a “ oti: 
‘ if . 
i | i) am 
) 2 ee? [ 
| waits for n° man! : 
Ss 
“Pe Who Gains Time, Gains Everything — or inversely: lost 
time 1S total loss: The road that detours here and detours there Pp 
may {inally pring you to your destination. put at what cost! A 
Why be sO \avish ot Time when it is the one thing about which 
you should be the most gclicitous? Why heve your printing rp 
. continually getoured—On® piace for engravings: anothet fot a 
an typesetting: and still somewhere else for presswork? When you | 
P give the complete job to Faithorn. you avoid all detours and wey” N 
side stops: Your jobs steam merrily along: arrive Of time- Let us y 
5 SE demonstrate the value of 3.-in-} service: phone qhitehall 2300 h 
} FAITHORN is the ONLY concem in Chicas? 
that offers gavertisers this COMPLETE SERVICE «** 
. a definite saving of TIME: TROUBLE and MONEY: | 
; ‘ | 
eee] Xx | 
- Oy, r 
| a x; IRN ' | 
3 oie Nib| 
eee gy 1< CORPORAT!. | | 
ae erie — BRINTING ee SS ag | 


ley 
n 
yned as 
handis- 
Distil- 
ork, to 
les, ad- 
ns con- 
., New 


chenley 
S origi- 
> Mark 
ertising 
y vice- 
r & Co., 
y direc- 
‘orpora- 


ormerly 
1 Meta! 
l., has 


‘elations 
Mellody 
division 
& Sales 


Aivertising Age, September 1, 1947 


\BC Eyes Co-op 
Field; Names 
Adams Manager 


Takes Cue From 


Recent Successes 
of Other Networks 


New YorK — NBC is making 
arations to get a finger in the 
erative programming pie. 
network has _ appointed 
ton M. Adams manager of co- 
operative programs—a newly cre- 
ated position set up to coordinate 
co-op activities at NBC. Hereto- 
fore, this phase of broadcasting 
has been handled through the sta- 
tion relations department at NBC, 
which has given a minimum of at- 
tention to co-ops. 

Recent developments at 
networks, however, have 


pre} 
coo} 
The 


Bul 


other 
been 


sufficient to make Radio Row sit. 


ip and take notice. 
example of Kate Smith, queen of 
the co-ops. Miss Smith, whose 
noonday locally - sponsored pro- 
sram started only a few months 
ago over Mutual, already is said 
to be making approximately $10,- 
000 weekly, thanks to 412 adver- 
tisers who back her on 300 sta- 
tions. 


Abbott, Costello Plunge In 

Hoping to top Miss Smith in 
take home pay, Bud Abbott and 
Lou Costello were the first bigtime 
comedians to turn co-op. Their 
ABC network show has been lin- 
ing up sponsors at the rate of four 
per working day since program 


plans were announced. Maximum | 


potential salary for the comics on 
this deal is estimated at $17,000. 

Meanwhile, Columbia, whose 
fall schedule is light on the com- 
edy side, is considering a co-op 
show starring Joan Davis. 

Only dark spot in the picture is 
the music situation. In the past, 
the American Federation of Musi- 
cians has not been exactly cordial 
toward the networks on the co-op 
juestion. Currently, ABC is ne- 
gotiating in an effort to get union 
clearance for music on the Abbott 
and Costello show. 

In announcing the appointment 
f Mr. Adams, who has been with 
NBC for several years, Harry C. 


Consider the | 


RENT 
A NEON... 


ls the answer to your Neon 
problems. 


As easy to order as news- 
paper, radio or any other 
advertising. 

National Coverage is at 
your finger tip with all the 
headaches eliminated. 


RENT-A-NEON 


ls an exclusive service on a 
notional basis created by 


EMPIRE NEON 


INCORPORATED 
Offices: 


General Savannah, Georgia 


Low as a Nickel a Day 


| Kopf, vice-president in charge of 


network sales, said the position 


{was created to meet “the in- 
creased activity of cooperative 
programs in network broadcast- 
ing.” 


Tying together loose ends of co- 
op programming as it now stands 
at NBC will be Mr. Adams’ first 
task. 


At the moment the network has | 
|}seven such shows—mostly news- | 
| casts—available for local sponsor- 


ship. Leader of the group is the 
morning “World News Roundup,” 
heard over 80 stations, with 27 
sponsors. ‘News of the World,” 
sold to local advertisers on Tues- 
days and Thursdays, lists 60 sta- 
tions and 28 sponsors. Ripley’s 
“Believe It or Not,” which started 
June 16, Monday through Friday 
at 1:30 p.m., has picked up 14 
sponsors. This one is heard over 
79 stations. 

Mr. Adams will be able to con- 
centrate on daytime shows since 
NBC has put the “Standing Room 
Only” sign up on every night 
there is. He plans to poll the sta- 


tions to determine the kind of | 


| broadcasts they need, at the same 


| time 


looking around for 


| shows. 


Should the union give the go 
ahead on music for co-ops, NBC 
might be interested in one or two | 
good music programs, Mr. Adams 
said. 

“We also will up promotion on 
co-op shows and will do what we 
can to help the stations sell those 
already available,” he continued. 


MBS Lists 1,200 Sponsors 


Mutual Broadcasting System, 
with a list of 1,200 backers for 17 
co-op shows, has set a fast pace 
for the networks in this phase of 
broadcasting. Close on the heels 
of Kate Smith follows commenta- 
tor Fulton Lewis Jr., with 351 
sponsors on 288 stations. News- 
man Cedric Foster is third, with 
203 sponsors on 134 stations. 

Expected to do well is “Infor- 
mation Please,” a new addition to 
Mutual’s stable of co-ops. 

Columbia set up a separate di- 
vision last March to handle locally 


sponsored programs. 
| Hatcher, 


But Ralph 
its chief, refused to di- 


| sponsorwise. 

The list of co-op shows at CBS 
|numbers seven, not including one 
show which is offered to West | 
Coast stations only. Among the 
best sellers, according 


Hatcher, are the ‘House Party,” 


|sponsored by the General Electric 


Company until a few months ago, 


to Mr.| 


21 
the “Morning News Roundup” 
and Bill Henry’s news. The latter 


new | vulge figures on how it is doing|iS available only to stations not 


| included in the hookup bought by 
| Johns-Manville Corporation for 
| the commentator. 


Chattanooga Plans Drive 
The advertising campaign for 
the City of Chattanooga in 1948 
| will include expenditure of $25,- 
000 in newspapers under the di- 
rection of Chattanoogans, Inc. 


STANDARD 
STUDIOS '*° 


CHICAGO y / 


; 540 N. MICHIGAN AVE 
185 N. WABASH AVE 
410 N. MICHIGAN AVE 


111 &. DELAWARE ST 
Phone Wiitehall 5355 


\ Res 


Nationally 


a family. 


Little girls play jacks. They leave them on the front steps, 


lose them, buy more. But jacks and little girls go with raising 


That's why jacks mean more money for you. Families 


are always buying. They are a market for all goods—and 


young families in the process of accumulation buy more 


of everything. 


In Chicago, the Herald-American is the preferred news- 


paper of young, active, on-the-way-up families. It is their kind 


of a newspaper. It publishes more of their favorite features, 


gives them greater news coverage quickly and concisely. 


In Chicago, you sell more by advertising in the 


Herald-American because it goes into the home, reaches and 


sells the whole family. 


You can profitably influence the purchases of over 


Sunday by placing your advertising in the 


HERALD-AMERICAN 


& ao Bil gemete Mattie 


Represented by 


"EVENING AND SUNDAY-when the whole f 


HEARST ADVERTISING 


500,000 families each evening and more than a million on 


SERVICE 
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Presents the Most 
Responsive Audience of 
Men Available Today... 
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MOST of the important 


men in America are sports- 


97 


men...and more of them 
read SPORTS AFIELD 


than any other sportsmen’s 


WN 


magazine. 


*A sportsman with an appreciation of the finer 
things of life—and the leisure and means to 
enjoy them. 


For instance, a recent survey shows that Spend- 
o-crats not only own 40% more automobiles, but 
actually drive them 36% farther—two reasons 
why Pontiac is a regular advertiser in Sports 
Afield. To sell automobiles... sell Spend-o-crats. 
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Appoints Dady 


Herbert A. Dady, who has been 
on the advertising staff of the 
Wall Street Journal in San Fran- 
cisco since 1938, has been ap- 
pointed advertising manager of 
California Medicine, official 
monthly publication of the Cali- 


fornia Medical Association, San | 


Francisco. 


Hutchins to Jones & Brown 

P. M. Hutchins has resigned as 
manager of advertising and sales 
of National Radiator Company, 
Johnstown, Pa., 
ager of advertising and sales pro- 
motion of Jones & Brown, Inc., 
national distributor of Inselbric 
and Inselstone. 


FREE Increase reader- 


ship of your ads 


with LIFE me EYE* 
CATCHER photos Used 
by biggest ae rtisers 
Nothing like them any 
where 100 new subjects 
monthly Mat or Glossy 
Print plan at low cost 
Write for new FREE 
proofs No. 108. No obliga- 


tions. BYE*CATCHERS, 
10 E, 38 St., N. Y. C. 16 


to become man- $2,500,000,000. 


It’s a lot of dough added to the | 


‘Watch Your Bond 
Billions!’ BBB 
Warns Veterans 


New YorK—After Sept. 1, mil- 
lions of World War II veterans 


will be able to cash terminal leave | 


bonds for a total of $1,792,000,000, 
the Better Business Bureau of 
New York points out. Some 2,- 
500,000 more veterans eligible for 


'the bonds, who apply up to Sept. | 


1, 1948, would boost the total to 


national market. But H. J. Ken- 
ner, general manager of the bu- 
reau, warns the veterans that 
swindlers have developed “hun- 
dreds of varieties of tricks” to get 
their billions. 

Some recent schemes are jobs 


|requiring cash investments; small 


businesses offered for sale which 
may be debt-ridden or customer- 


less; stock offerings in inventions 


for products for which there is} 


no real market; homesites in sub- 
divisions misrepresented as_ to 
improvements and other facili- 
ties. 

“Veterans,” Mr. Kenner says, 
“should remember terminal leave 


bonds that bear 214% interest for | 
five years are a very safe and | 


profitable security to hold.” 


NY Ad Club Names Nahm 


The Advertising Club of New. 
York has again appointed Horace | 


S. Nahm, president of Hooven Let- 


ters, Inc., chairman of the adver- | 


tising and selling course commit- 
tee. The course, beginning its 24th 
year, will include 30 lectures, six 
clinie sessions, and seven special- 
ties, to be given Oct. 9-March 22. 


Names Schuyler Hopper 


Richard Crittall Radiant Heat- 
ing, Inc., designer and installer of 
radiant heating systems and pro- 
ducer of Dulrae radiant wall paper, 
has appointed the Schuyler Hopper 
Company, New York, to handle ad- 


of doubtful value; territorial rights | vertising and sales promotion. 


Biggest Wheat Crop 
in Biggest Wheat State 
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Kansas always leads the nation in wheat production 


and this year it will outstrip even its own past records. 


The estimated yield of 280 million bushels will put 


into the bank accounts of Kansas farmers more than half 


a billion dollars. 


In this greatest of wheat states, in this greatest of wheat 
years, The Weekly Kansas City Star (leading farm paper 
of the Middle West) has more circulation than any monthly, 


semi-monthly, bi-weekly or any other farm paper of any 
sort, published inside or outside the state. 


The Weekly Kansas City Star is published in three 


editions—Kansas, Missouri and Oklahoma. 


You can buy 


the Kansas Edition separately—131,740 paid circulation at 
the incredibly low rate of 70 cents a line. 


Che Weekly Ransas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


436.122 Paid-in-Advanee Subseribers 


Advertising Age, September 1, 1947 


The Off-the-Street Club, Chicago admen’s project, has a ne 
one-and-a-half ton International truck, thanks to the hard wor’: 
and enthusiasm of “Dutch” Feldon and his helpers who raised the 
fund. “Dutch,” head of O. A. Feldon & Associates, publishers’ rep , 
reports that the truck is doing a wonderful job of toting youngste: s 
from the club’s neighborhood to its Mark Twain Adventure Cam) 
in Wheaton, Ill. 

Aug. 9 was the birthday of an 8-pound, one-ounce daughter bor) 
to the wife of S. I. Rosenfeld, partner in Shaffer-Brennan-Margul ; 
Advertising Co., St. Louis. . . George Grabin, mgr. of the Mil- 
waukee office of Arthur Meyerhoff & Co., delivered the closing 
lecture of the U. of Wis. summer school course in radio Aug. 15. . 

Harry Kodinsky, managing director of Public Relations Research 
Service, Pittsburgh, has been appointed executive sec’y of the Penn- 
sylvania state chapter of the Hospitalized Veterans Foundation, of 
which Jack Benny is nat’l pres... 

Justin Miller, NAB pres., is one of the judges in the Miss America 
Pageant, the contest that has added talent, intelligence and per- 
sonality to the requirement of beauty. .. Anna and John Boettiger, 
publishers of the Arizona Times, have returned to their home in 
Phoenix after a trip to Norway... 


og yy a 


PRESS PARTY—Stanley Marcus (center), executive vice-president of Neiman- 
Marcus, Dallas specialty store, chats with two of his guests at his store's annual 
press party. Left, Joe A. Lubben, assistant business manager of the Dallas 
Morning News, and right, Sam R. Bloom, advertising director of the Dallas 

Times-Herald. 


Walter V. Bennett, mgr. of the Philadelphia ad sales office ot 
United States News, found fishing better than usual in Barnegat 
Bay, off Beach Haven. He pulled up a complete outfit—rod, reel, 
line and rig... There may be a new singing commercial for potato 
chips one of these days. Harold E. Smith, mgr. of Station WOKO, 
Albany, for 22 years, has resigned to open a potato chip factory nea) 
Crescent, N. Y... 

E. M. (Ted) Dealey, publisher of the Dallas News, and T. E. Bran- 
iff, pres. of Braniff Airways, flew to Guatemala last month with a 
vacation party that included Gov. Jester. .. Thomas J. Finan of the 
ad dept. of Stix, Baer & Fuller, St. Louis, an ensign in the Naval 
Reserve, received a citation from the commandant of the 2nd Coast 
Guard district for his leadership of Naval Reserve men in the fight 
to save one of the levees in the June floods. . . 

A collection of sports stories and anecdotes, titled “They Make 
Me Laugh,” will be published this month by Dorrance & Co., Phila- 
delphia. The author is Sam Molen, director of sports for KMBC, 
Kansas City... E. A. “Andy” Andrews, typographer-printer-owner 
of the Andrews Press, Chattanooga, has announced, for November 
publication, two handbooks: ‘“‘The Boss and the Paying Print Shop” 
and “Press Instructions on Cylinders and Jobbers,’ based on 59 
years’ experience in the field. . . 

John Esty of the William Esty agency didn’t spend his time idly 
while recuperating in Florida from a serious heart attack suffered 
about 18 months ago. Jack served as a substitute teacher in two 
different schools, public and private, and at one time had two classes 
in Algebra 1, one in Algebra 2, one in plane geometry and one in 
seventh grade arithmetic—the latter class including one of his own 
sons who, it is rumored, was not the quietest pupil in the room. 
Jack’s been holding his own at the agency for several months 
now... 

Ron Yocum, eastern ad mgr. of Collier’s, won the Silver Niblick «| 
the one day tournament last month at which publishers and the 
representatives were guests of Oneida Ltd. His score of 41-37—7', 
lowest without handicap for the day, earned him not only the Silver 
Niblick plaque but a large tray as well. Second lowest prize wis 
taken by Jack Reiss, New York City rep of Life. Lowest net prize 
went to Dick Zeising, mgr. of Ladies’ Home Journal, with second 
low net prize won by Art Kohler, SEP mgr... 

Herb Landon, Kenyon & Eckhardt’s radio publicity director, 
on a fishing trip in Canada. .. Vera Halloran, J. M. Mathes’ | 
brarian, is new ad group chairman of the New York chapter of t 
Special Libraries Association. .. Aubrey Menen, exec. of the Bo! 
bay office of J. Walter Thompson, was selected to give two wor 
broadcasts from New Delhi on Aug. 15, India’s Independence Day. 
Combining business with pleasure on a trip to Europe are Mr. a! 
Mrs. Milton H. Biow, who sailed on the Queen Elizabeth Aug. 16. 

The New York Adclub’s celebrity-luncheon season opens Oct. 
with Earl Bunting, NAM pres., as speaker... Reinhold Publishi! 
Corp.’s director of research, John T. Fosdick, has been named 
nat’l director from New York state in the U. S. Chamber of Con 
merce. He also has been elected assistant treas. and director 
the Young Men’s Board of Trade and chairman of the publicatio! 
committee. .. 

Sales Mgr. Eldon Campbell, of KEX, Portland, Ore., became t! 
proud father of a daughter named Susan, on Aug. 12... 
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Vitey or defeat for the G.O.P. in 1948, 
says U. S. Senator Raymond E. Baldwin, 
will not be written by straight-ticket Re- 


publicans or Democrats, but by a great new 
bloc of independent voters. How well are 
the interests and needs of these voters being 
served by the elder statesmen now steering 
the Republican Congressional majority? In the September 
issue of THE AMERICAN Macazine the courageous Repub- 
lican from Connecticut asserts that the upsurging G.O.P. 
has a great future—if it isn’t frustrated by rock-ribbed ultra- 
conservatism. Read his provocative article today and see if 
you agree with his conclusions in. . . 


WHERE THE G.O.P. HAS FAILED 


by U.S. Senator Raymond E. Baldwin 


Where advertising must NEVER fail 


Beginning in September 


Buying the right audience has always been one primary key 


— STYLISH NEW COVERS! 
to advertising success. 


EASIER READABILITY! 


FRESH ART TREATMENT! 


Month in and month out . .. with newsworthy, authoritative Sascuren wiiereatone! A 


articles like the ones described here . . . it has long been the 


policy of THe AMERICAN Macazine to keep its readers alerted 
on vital political, economic, and social developments in the 
interest of the nation. Thus, over the years, THe AMERICAN 
Macazine has built a special character and reputation which 
make its audience one of the most responsive in the whole 


field of publishing. 


Moreover, dollar for dollar, page for page, no other 
magazine can match the multimillion male-female 


circulation delivered by THe AMERICAN MAGAZINE. 
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HE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N.Y. PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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Advertising Age, September 1, 1947 advert 
® s | A 1 ager. L. R. Blanchard, head of! Gertrude E. Kerner, formerly radio | Canadian.” Supplementing  tijjs ; 
Bendix Radio rs po ints Couche the central news and editorial of-| production manager with Badger |car card series is product adv: r- ins 
zeorge M. Couche has been ap- | fice, has been named general ex-| and Browning Hersey, has | tising in French rotogravure spa ‘e. Joh 
Plans $1,000,000 pointed production manager of | ecutive editor of the 21 Gannett | joined the department on produc-|and small newspaper space in p inte 
ey at . the Seattle office of Botsford, Con- | newspapers. + tion and traffic. several British Columbia publi a- Aner 
Advertising Drive | {ing & Garaner, effective Sept. ————— | asians ‘tions. The Montreal office oi iy = th 
‘ a2 . | os u 
BALTIMoRE—The radio division |Sition with Richard G. Montgom- Shulton Ups Grodin Corby Plans Fall Drive Pt gaan ee ca gO. 
of Bendix Corporation will spend |€'Y & Associates, Portland, Ore. Shulton, Inc., New York, has| Street car cards from coast to Mode1 


$1,000,000 for advertising—an in- 


promoted A. J. Grodin from art coast in Canada will carry a new 


director of product development to campaign to break this suteme: | Joins Stevenson & Scoit 


: a “ 
crease of approximately 25% over Promoted by Gannett general art director of the com-|for Corby Distilleries Ltd., Mon- Desmond H. McMaster, for- Mar 


last year—during the next 12 


te (44. & 95 H. W. Cruickshank, formerly|pany’s advertising, display and /|treal. Featuring institutional copy,| merly creative director of J. J. Wil 
montns » Aug. . assistant general manager of Gan- | dealer aids. Jack Russell has}the program will be built around Gibbons Ltd., Montreal, has joi ied Wayn 
Getting under way with a four-|nett Company, Inc., has been | joined the advertising department |the theme “Canada is a grand | the copy and plans departmen: of ican 


color spread in Life this month,| appointed general business man-'to do layout and art work, and country, 
the drive will include copy in| 


Better Homes & Gardens, Col-| 
lier’s, The New Yorker, The 
Saturday Evening Post and Wom- 
an’s Home Companion. 

The newspaper phase of the 
promotion also will begin this 
month with advertisements to 
appear in 94 dailies in 87 cities 
between now and Christmas. 

“Exclusive” Bendix features, 
such as the “Hush-O-Matic” and 
the “Phantom Dial,” which were 
unveiled in national sales meeting 
here, will get big play in the ad- 
vertising. 


be proud you are a’ Stevenson & Scott Ltd., Montreal, 


Has Trick Panel 


The “Hush-O-Matic,” according 
to Earl L. Hadley, advertising 
manager, provides high fidelity of 
phonograph performance by re- 
stricting the needle noise at a low 
level and automatically broaden- 
ing the range of tonal reproduc- 
tion as the level is incréased. This 
is a feature of a new console- 
combination, priced at upwards of 
$300. 

As might be suspected, the 
“Phantom Dial,” an attraction of 
the radio step-table, looks like it 
isn’t there until a knob is turned 
and the radio, which until that 
moment appeared to be a piece of 
furniture, lights up and the dial 
shines through the trick panel. 
Price of this automatic radio- 
phonograph is $150.50. 

The company’s national adver- 
tising, placed through MacManus, 
John & Adams, will be reinforced 
by what Officials expect to be a 
strong dealer cooperative push, 
including newspaper copy and 
spot radio. These expenditures 
are not included in the $1,000,000 
figure. 

Bendix’s latest model television 
set—a console with an 8x10 screen 
—is being shown to dealers here 
now, but company executives say 
the sets are in limited production 
and will not be on the market 
until late this year. 
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. = Fi 
Joins ‘Foundryman | 
John D. Murray has been ap-| 
inted advertising manager of} 
\nerican Foundryman, official 

nthly publication of American 
undrymen’s Association, Chi- 
so. He was formerly with 
todern Beauty Shop. 


SO AWS DO 


Martin Joins Four A’s 
NVillis S. Martin Company, Fort 

Wayne, Ind., has joined the Amer- 

ican Association of Advertising 


Avencies. 


Ivey Appoints Baggot 


Richard C. Baggot, formerly ad- | 


vertising director of the Cleland- 
Simpson Company, Scranton, Pa., 
has been appointed advertising 
manager of J. B. Ivey & Co., Char- 
lotte, N. C. 


KOGN Appoints Bain 


Floyd Bain, formerly account 
executive of KSL, Portland, Ore., 
has been appointed production 


manager of Station KOGN, Ore- | 


gon City, Ore. 


Packers’ Group 
to Laud Co-op 
Meat Campaign 


Cuicaco—America’s packing in- 
dustry will honor the American 
Meat Institute’s meat education 
program this week as one of the 
seven most important develop- 
ments in meat packing during the 
past decade. 

An award, to be presented at 


the packers’ convention here Sept. 
2-4, cites the cooperative cam- 
paign, under the direction of Leo 
Burnett Company, as being in- 
strumental in reversing the down- 
ward trend in meat. consumption 
since its inception in 1940. 

The institute’s consumer adver- 
tising will also receive kudos for 
having eliminated many of the old 
superstitions concerning harmful 
bodily effects of a heavy meat diet. 
Commercials on the Fred Waring 
show have stressed nutritional 


pe ge 


Top acceptance by readers 


... and advertisers, too 


@ Popular Mechanics, alone in its field, delivers a man-market of over 
one million net paid A.B.C. circulation. Sales for the first six months 
averaged 1,027,410 copies per month, with no extra promotion 
effort—no special subscription offers. A record never approached 

in this field! We could have sold more! 


@ Here is solid circulation—the kind that comes only with natural, healthy 
growth. Here is a concentrated audience of alert, inquisitive, 

“P.M. MINDS,” . . . minds that are hungry for the useful new ideas in 
every issue of Popular Mechanics . . . minds that read ads 

deliberately and consciously respond—as evidenced by 

the dominant advertising leadership in its field. 


@ There are more than 3.7 MILLION* of these more responsive, male 
“P.M. MINDS,” as shown by continuing readership studies— 

a big, result-producing market for any man-bought 

product from shoes to shampoo. 


P. S.—Not included in Popular Mechanics circulation are our two special editions 


a ae ee 


¥ 


Sed 
t 


*Not counting our 1 million women readers. 


. REACH 


THE 


for French and Spanish speaking ‘““P.M. MINDS’’— Mecanique Populaire 
\ and Mecanica Popular—with their 130,000 combined circulation. Advertis- 
\\ ing space in these editions is sold separately. 


| facts 


'_tributor, 
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rather than direct sales 
presentations. 

Another award, Meat Magazine 
reports, will go to Milprint, Inc., 
Milwaukee, for development of 
Mil-O-Seal, transparent wrapping 
in which cooked hams usually ap- 
pear. 


Plugs New Pet Food 


Tyrrell’s Cat & Dog Food Com- 
pany, Seattle, which recently in- 
troduced Tyrrell’s 65, a pet food 
made of fish products, is using 
radio and daily and weekly pa- 
pers in the Pacific Northwest. The 
company will use the same media 
as it expands into Oregon. Gerth- 
Pacific Advertising Agency, Se- 
attle, handles the account. 


Named Distributor 


Powell & Co., Montreal food dis- 
has been appointed to 


handle distribution in Canada of 
Weber frozen food cabinets and 
refrigerator fixtures, products of 
Weber Showcase & Fixture Com- 
pany, Los Angeles. 
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Recent polls indicate JOE PALOOKA Adventure at its best. Exciting and col- 
as the world’s most widely circula- a orful characters make this feature a fav- 
ted comic strip. Over 50,000,000 ty | ale Sy orite in newspapers and on the radio. 


daily readers. : fe 


WAM 


For 
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1947 
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The famous comics characte 
the 4,000,000 net paid circu 
Harvey Comics Group. 


AMERICA’S YOUNGEST AND MOST ACTIVE MARKET 


If you are planning to sell merchandise, services or ideas to ‘America’s 
y Oungest and most active market’’, be sure to get the complete infor- 
mation of how leading advertisers use comics magazines as a powerful 
advertising medium. 


These characters have achiev 
magazines. They daily ete 
America’s leading news; ap 
great radio stations; and it's 


HAR\f 


NEW YORK 


WARREN THOMPSON MAYERS CO. 
521 Fifth Avenue, New York 17, N.Y. 
VAnderbilt 6-5700 


This medium makes available to advertisers an important circulation 
volume, and is daily demonstrating its profitable sales value. 


You may have proof that good advertising, in the right market, in the 
right medium, can sell merchandise, services or ideas. 


The open door to “America’s youngest and most active market’ is the 
HARVEY COMICS GROUP featuring ‘America’s Famous Comics 
Characters”. 
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One of the ABC network's popular 
programs, the GREEN HORNET con- 
tinves his racket-busting career in his 
comics magazine 


This popular detective star of 
‘| newspaper comic strips is 
acclaimed for his fight against 
crime and juvenile delinquency. 


Milton Caniff does it again with his 
new strip STEVE CANYON. Over 
200 newspaper editors bought 
this comic strip sight unseen 
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1947 


000,000 


‘actem™ctured above account for over 90% of pictures built around these same famous comics characters for their 
circul™n guarantee of the magazines in the millions of movie-goers. 


It is this kind of acceptance that has built a valuable advertising medium 
hormous readership and fame in comics in the Harvey Comics Group. 


and educate millions of readers in 
mi'lions of listeners on our country’s You will be interested in the story of the Harvey Comics Group and our 
ynitural to find Hollywood producing advertising representatives will be happy fo tell it to you. 
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CHICAGO LOS ANGELES SAN FRANCISCO 
0. A. FELDON & ASSOCIATES R. F. GARDNER AND COMPANY R. F. GARDNER AND COMPANY 
185 North Wabash Avenue, Chicago 1, Illinois 645 South Flower Street, Los Angeles 14, California 12 Geary Street, San Francisco 8, California 
DEArborn 5272 MAdison 6-4183 YUkon 6-0293 
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30 
Plans Nova-Kelp Drive 


Marine Concentrates Ltd., To- 
ronto, manufacturer of Nova- 
Kelp, will launch an extensive 
campaign this fall, using Cana- 
dian newspapers, radio and trade 
publications. The Toronto office 
of Russell T. Kelley is in charge. 


“It’s OK, pal — WFDF 
ain't broadcastin’ dis fight. 
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Networks to Use 
Own Facilities 


in Fall Campaign 


Only American Plans 
Magazine Campaign; 


MBS 'Prefers Radio’ 


New YorK—With the fall radio. 


| season just around the corner, the 
four major networks have been 


busy polishing plans for ballyhoo | 


_to line up listeners for their fea- 
ture attractions. 

| At ABC, special play will be 
\given to the crack Wednesday 
| night lineup, headed by Bing 
|Crosby and Henry Morgan. NBC, 


;meanwhile, is mapping a hard-| 


/hitting campaign which will give 
| billing—of one kind or another— 
| to its entire “parade of stars.” 


~ 


Timed to coincide with the re- 
turn of top shows from vacation, 
NBC’s drive will feature a series 
of 52 caricatures of network en- 
tertainers, drawn by the well 
known artist Sam Berman, at the 
suggestion of Charles P. Ham- 
_mond, NBC director of advertising 
‘and promotion. This list will in- 
clude the headliners on every 
nighttime and Sunday afternoon 
show on NBC. Copies will be for- 
/warded to affiliated stations for 
display. 


Will Use Other Media 


The “parade of stars” theme 
also will be carried out in the net- 
work’s regular advertising—in na- 
tional magazines, newspapers and 
business news publications. A 
variety of aids—mats, prints, local 
releases, station breaks and tran- 
scriptions—will be sent to local 
stations for their own promotion 
purposes. 

The American network, which 
in the past has been pleased with 
the results of block promotion 
| (concentrated effort on one seg- 
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|ment of the day for 
| weeks), will make liberal use of 
| this device this fall, as a means of 
getting potential customers to stay 
home and listen to its advertisers’ 
shows. 

Wednesday night’s big names— 
Jack Paar, Abbott & Costello et al, 
—will be capitalized on fully. But 
other popular network drawing 
cards, including daytime leaders, 
also will take their turns in the 
advertising spotlight. 


Local Stations Tie in 


Several pages in Life and The 
Saturday Evening Post will be de- 
voted to publicizing the fall 
schedule. At the same time, local 
stations will plug the new shows. 
This is to be reinforced by local 
newspaper advertising, newspaper 
mats being furnished to affiliates 
by ABC. 

Shove-off day for CBS fall pro- 
motion, to be concentrated within 
the network, is Sept. 28, when 
time changes go into effect. Kits 
of a convenient size, which may 
be used as a desk file by station 
managers, will be mailed to af- 
filiates early this month. 

Included in the kits are infor- 

mation on all Columbia shows, 
local announcements, newspaper 
mats, press releases, biographical 
material on CBS stars, and pho- 
tographs. 
Details of this year’s drive, as it 
| affects the stations on a local level, 
| will be discussed at the promotion 
| managers’ clinic here Sept. 8-10. 
|Subjects to be considered have 
been selected from more than 200 
| questions posed by station promo- 
tion executives. 


No magazine or newspaper ad- | 


| vertising—other than that placed 
by the affiliates—is planned to 
plug the fall schedule. 


Mutual Feels Same Way 


Like Columbia, the Mutual 
| Broadcasting System will use only 
| its own facilities to publicize com- 


‘ing attractions for the ensuing 
; | “We prefer our own me- | 
“We 
in the selling 


dium,” an MBS official said. 
|have great faith 
|power of radio.” 


| “Information Please,” star co-op | 
| feature recently acquired by MBS, | 
in the 


will get a big build-up 
‘cross plugging. 


several | 


Mutual also has prepared the 
usual kits of material for local | 
stations. Included are background | 
|information on programs and 
| stars, display, announcements and 


KNOW THESE PEOPLE?—This is how 
four NBC entertainers look to Artist 
Sam Berman, who has created carica- 
tures of all that net's stars as a big 
sendoff for the fall promotion program, 
The gentleman at the top—a comedi- 
an named Hope who works for Lever 
Bros., (being heckled by J. Colonna) 
—and the veteran husband and wife 
team, who sell Maxwell House coffee, 
will be back before the mike after va- 
cation. 


newspaper mats and stories. Spe- 
cial feature is a group of tested 
ideas for promotion suggested by 
affiliates which have found them 
helpful. 


RCA Appoints Kanaga 


Lawrence W. Kanaga has been 
named vice-president of RCA Vic- 
tor’s distributing eorporation and 
general manager of the company’s 
Detroit branch. Previously he was 
departmental merchandising man- 
|ager for Hale Brothers, San Fran- 


cisco. 
| 
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st: in the Dominion Cinema ; into use in the f 1948 ee oo — “pes gnecnetepmenes rest oe: 
B stalled ounce samples. Gerth-Pacific Ad- |**° a © : ‘ ei or ‘ ‘s 
. on Tottenham Court Road, and vertising kanner, Seattle, is the Rated at five kilowatts, the Capt URE T HEART OF THE 
Mr. Rank recently announced, | agency. transmitter’s power will be in-| | 
without qualifications, that he CANDY INDUSTRY'S BUYING POWER 


sis how However, BBC replied by say- To Van Auken & Ragland al {IN us Chaleeaty 
© Artist J ing that the question of showing Commencing Sept. 27, the date 7 = ANDY DUSTRY =. 
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‘4m Now Ready 


'Ziebarth Launches 


WOR-TV to Open Names Cairns Agency 


president and special assistant to 


. he president. Mr. Jones joined 
Snowy Campaign | Norwich Knitting Company,| pipe 
V 7 7 is ’ ; >| Rubberset in 1937. 
to Show ideo In Ziebarth Corporation, Seattle, |1N Summer of 48 Norwich, N. Y., has placed | its | 
is broadening distribution of) advertising with John A. Cairns 


Cinemas’—Rank 


LONDON — Another tempest is 
raging about J. Arthur Rank. 

In this instance, it is over the 
question of whether television pro- 
grams are going to play on British 
movie screens to paid audiences. 

The necessary equipment is in- 


would begin showing televised 10- 
minute programs this fall. 
The programs would be taken, 


said Mr. Rank, from his com- | pointed western sales manager of transmitter later without exten-| ~  ilggehee dlRnnIsnEnNIEEINNNT Gn il 
pany’s experimental station at Green Cross Insecticides, Mon-| give changes in existing tee Other Publication : 
Sydenham, alternating with the | ‘real, with headquarters in Win- ment. 


British Broadcasting Company’s | 
video shows. | 


BBC television programs in| 


Snowy, a laundry bleach first| Syracuse—General Electric & Co., New York. 
brought out under the name Sno.|CO™Pany is building a _high- 
Radio and newspapers have been | POwer television transmitter at its 
used in the Pacific Northwest and/ electronics plant here for WOR, 
will move into San Francisco and| New York. 
Los Angeles this month. | Station WOR’s television outlet | 

The company is building dis- —with call letters WOR-TV—will 


tribution west of the Mississippi| pave the equipment in March of 
for its product, and is doing some | next year and expects to put it 


Rubberset Boosts Jones 


Rubberset Company, Newark, 
has promoted Elwood M. Jones Jr. 
from vice-president and general 
| sales manager to executive vice- 


NOW OVER 


ST. JOSEPH NEWS-PRESS 
St.Joseph Ouzette 


door-to-door distribution of two- 


creased to upwards of 30 kilo- 
watts by use of a high-gain tele- 
vision antenna. High power 
|changes can be added to the| 


Names L. A. Murphy 


L. A. Murphy has been ap- 


FIRST In Advertising Volume {7 x 10 Units) 


nipeg. | oe 


CKAC Goes Fulltime 


Asbestos Mfg. Company, Hunt- 
of its 25th anniversary, Station 


CANDY [INDUSTRY 


FIRST In industry Preference {4-to-1 by actual survey) 


a @ 'V1SIC I S : ington, Ind., has appointed Van 
ms an theaters “is still under discussion.” |CKAC, Montreal, will go into a|Auken & Ragland, Chicago, to 
ss di And the Postmaster General’s | 24-hour schedule of operation. handle its advertising. 
ae Lovee office, which originally gave Mr. 
Solonna) Rank permission to televise from 
ind wife Sydenham, has said that it would as oy 
» coffee, revoke the permit immediately the | 
after va. videocasts are presented to paying | 
customers. | 
The question of monopoly video | 
s. Spe- broadcasts is at stake. Operating | 
| tested on a limited budget, BBC is pre- | > 
sted by senting but a minimum of tele- q . : 
d them vision shows daily. Should it turn | a 
down Mr. Rank, British video de- | a 
velopment might be seriously con- c 
ga stricted at the outset; should it | f : 
| b give him permission to proceed, | = al 
~A Vie. it could not long defer considera- | 
yar and tion of similar applications by | 
npany’s J other interested parties. , 
he was A possible escape hatch "Tae | 
ig man- J the dilemma might be for Mr. d h 
n Fran- § Rank to make cinema studies of | concen frate wner vse) 9612 
the shows and events, and then | 1 = 9329 
televise them on the screens. In| e ee sion . 
view of his reluctance to partake | you can get at if. Gef pron te 4 Reel 926 
of compromise measures, wager- | Roller “ c Ri ds an 9 \3 6h 
ing odds favor a complete pro-| h f h ° aching. al 39 
gram of video programs in the| t e acts, t ey re Free. % is Arms 3128 
six theaters which J. Arthur says 7 Fire \es g 112 
will be ready by autumn. a Bicye ’ 
em Run down this list of Sporting Goods and aseda\is 9,681 
Appropriates $75,000 notice the number of Major Hardware® Soft Balls ts 9,586 
to Plug Mt. Rock Coats Dealers who sell these items. : croquet S® a 6,306 
Levy Brothers & Adler-Ro- Here’s a big market for you, concentrated 7% \ Be 6118 
chester, Rochester, N. Y., will where you can get at it. Of the 10,112 Baits 


H1OL) 


spend about $75,000 in the next 
few months to promote its fall} 
line of Mt. Rock coats for men 
and women, through Sweetser, | 
Byrne & Harrington, New York. 

Spreads will appear in Collier’s | 
and Esquire, featuring the fit of 
the Mt. Rock men’s line, and giv- 
ing a dealer listing. Both men’s 
and women’s coats will be pro- 
moted in The New Yorker. The 
company recently added the wom- 
en’s line. Copy for all ads was 
prepared by Don Herold. 


Appoints Keighley 
Formerly with the Canada 
Starch Company, Frank Keighley 
Nas been appointed sales manager 
of Proctor Packers Ltd. and the 
Brantford Produce Company, 
Brantford, Ont. 


KPDQ Names lack Snow 


lack Snow, formerly manager of 
he Snow Disinfectant Company, 
Portland, Ore., has been named 
account executive of Portland’s 
ne. Oak Park Station KPDQ. 


—— 


Major Hardware Dealers, 99% stock and 
sell $122 million worth of Sporting Goods 
yearly. Also, the majority of wholesale 
firms listed as “100% Jobbers Selling to 
Sporting Goods Retailers for Resale” are 
-egular hardware wholesalers. 

Among the leading hardware dealers, 
even the largest stores, there is one man 
in each store who must be sold—the owner, 
senior partner or president if the full sales 
potential of the stores is to be realized. He 
reads Hardware Age because it provides 
a well integrated, balanced and frequent 
service of news and information adapted to 
his special needs. 

To sell more sporting goods, get the full 
support of this national network of whole- 
sale and retail hardware outlets by adver- 
tising regularly in Hardware Age. It’s the 
reading choice of the entire hardware trade 
. .. read by owners, executives, buyers, 
department heads, retail and wholesale 
salesmen 26 times a year —and currently 


iy 
bi 


"gies tw 
Per ectiay 


report. Matto: The Sale of Sport- 


DEMME Through the Hardware 
“se eee ats filled with facts that may 
ppwaasonew, big-volume sales for you. 


used by 85 successful sporting goods 
manufacturers. 
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AN EX-AUDITOR REWRITES THE BOOKS 


Of the more than 400 corporation stories 
that the editors of FORTUNE have written, 
‘“*Eagle-Picher*”’ is the first whose current 
head was once its C.P.A. An unusual cir- 
cumstance — with unusual results in sales 
and profits. 

However, FORTUNE'’s quarter of a mil- 
lion subscribers will read the story of Joel 
M. Bowlby, not for what it tells of his past, 
but for what it conveys of his company’s 
future. So it is with all FORTUNE stories 
— of corporations, industries, technology, 


*See ‘*‘ Eagle-Picher p. 79, FORTUNE, September 


politics, economics. The facts themselves 
are forecasts. 

So, in September, FORTUNE’s readers 
will come into possession of facts, avail- 
able nowhere else, that will help them 
estimate what will happen next— 

.in the nation’s fast return to 
credit-buying ...in the full registers 
but shabby buildings of the nation’s 
hotels... the food revolution of 
4,000,000 freezer-lockers...the trea- 
sure-promises of horizontal drilling 


. 1946 


No. 18 in the ‘“Man of Adventure’ Series 


... Britain’s misery under economic 
planning ... the 18th investigation 
of Palestine. 

FORTUNE’s unsurpassed reports on 
subjects like these—on which manage- 
ment men want to make their best 
judg ments—explain why FORTUNE 
wins more executive reading time than 
any other general business magazine... 
and why advertising directed to the 
nation’s business and social leaders has 
its best chance to se// in FORTUNE. 
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PHOTOGRAPHIC REVIEW 


OF THE 
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STORES |T—Fieldcrest Mills division of 
Marshall Field & Co., New York, pack- 
ages its new Fieldcrest thermostatic 
Foneith in a white gift-type box, sturdy 


+ enough for use as a summer “ie 


ape « National magazine adverti 


To do the very important things... or to just cloud-oa! all day gfotstne product will break Sept 
do it in cloud-stepping Heydays. And "no breaking in” for they're last fitted \ se sea 
Soft pliable. long wearing leather Heaverly | , . 
udu Reet 
write t HEYOAY “ 


LAUNCHES HEYDAYS DRIVE—This four-color page in the September issue 

of Charm starts a campaign for Victory Shoe Co., St. Louis, through Roy A. 

Shannon Advertising Co., St. Louis. Half-column ads are scheduled for Sep- 
tember, October and November issues of Good Housekeeping. 


i Acer omen Atma 
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NEW 'FIRSTS'—Pan American ran this 
special one-shot newspaper ad in half 
a dozen cities, including New York and 
Chicago, announcing non-stop and 
overnight sleeper service via Clipper 
from New York to London. J. Walter 
Thompson Co., 


ADVERTISING IN THE MAKING—Shooting a photo on the “Queen Eliza- 
beth" for an international advertisement for the House of Seagram are (left to 
right), Marge Ellis, C. R. Daniels, and Margaret Young (Powers models); Pho- 
tographer Tony Venti, Daniel C. Kaufherr, vice-president of Seagram's agency, 
win Viadimir & Co.; Leonard J. Burke, publicity department, Cunard White 


CREATORS GET TOGETHER—Editorial, advertising and promotion staffs of the Chicago Herald-American put their heads 


Series 
Star Line; Merle Schneckenburger, director of advertising, House of Seagram, 
Montreal, and Irwin A. Vladimir. 
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2 BIGGEST IN «§ LONG, LONG TIME—Not since the late ‘30s has an advertiser together on production of a new Sunday women's section to be called ‘Smart Set." 
ae in this case T’rocter & Gamble Co.—announced as ambitious a prize contest Andy Talbot, advertising promotion manager; Adolf Drey, retail advertising manager; 
; * th s $140,000 Dreft competition. This ad appeared in comic supplements, and Morrison, advertising director; Jere Hagen, Sunday editor; 


oth 


in newspaper supplements and magazines (AA, Aug. 25). son, beauty editor. Foreground, 


Dancer-Fitzgerald-Sample is the agency. 


a a " ‘ ne is i . 7 z ‘ fabs o ‘ 
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will run 


New York, is the agency. 


are Dick Grossman, 
Ken Clafford, assistant advertising promotion manager, and Marge Greenwald, artist 
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DEMONSTRATES — Hotpoint, Inc., 


Chicago, is sending this shadow-box dem- 
onstrator on a tour of key department stores throughout the country for two- 


“observ- 
are electrically flashed while the dishwasher goes through its eight-cycle 
operation. 


week showings. The selling points in panels surrounding the glass door 
atory” 
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PUSHES STORE SALES—Kasco Mills, Inc., Toledo, O., and Waverly, N. Y., 

has offered this seven-color poster to grocery outlets as part of its major cam- 

paign for Kasco dry dog food. The company is using magazines, newspapers 
and spot radio, through Bert S. Gittins, Milwaukee (AA, Aug. I1). 


Around the desk (left to right) are 
Helen Wells, women's editor; P. J. 
assistant Sunday editor, and Mary Lee Thomp- 
Bruce Ranney, promotion department production manager; 


Jack Crandall, 
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Double exposure means 

more sales. Field & Stream 
provides ‘‘double exposure.” 
That’s why—more advertisers 
used more space in Field & 
Stream for the first 6 months 
of 1947 and for the past 

36 years than in any other 


sportsman’s magazine. 


THE LEADER—More sporting goods manu- 
facturers used more space in Field & Stream 
in 1946, and the first 6 months of 1947, than 
in any other sportsman’s magazine. These ad- 
vertisers appreciate the double value that 
“double exposure” provides. 
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— Magazine X 


The above illustration is a comparison of the adver- 
tising linage carried by the three leading sportsman's 
publications for the first 6 months of 1947. 


AMERICA’S NUMBER ONE SPORTSMAN’S MAGAZINE 
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Exposed Second 
AT THE POINT-OF-SALE 


A recent survey among sports dealers asked, 
“‘Which outdoor magazines do sports dealers 
turn to for suggestions regarding .. . goods to 
stock... ?”’** The dealers’ first choice by a 
wide margin was Field & Stream. This is 
proof of Field & Stream’s influence at the 
point-of-sale—and proof of the fact that 
dealers are interested in selling products 
advertised in this magazine. 

Proof of dealer influence 


**From Richard Manville dealer survey 


IN FIELD & STREAM ; 
Pleased with results, a manufacturer of decoys | 4 
writes: ''... I would say that 75% of our Sim 
business came from Field & Stream saa 
readers.’’* The many advertisers who make 
Field & Stream a “must” on their outdoor 
lists will tell you: It’s far more important to 
reach the key sportsmen than to reach the 
most people! 

Proof of results from the advertiser 


*From the testimonial letter files of Field £: Stream 
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Join Sherman & Marquette 


Robert Weenolsen, formerly 
with Young & Rubicam, has joined 
Sherman & Marquette as super- 
visor of radio, with headquarters 
in New York. Joe Rines, who for 
the past two and one-half years 


has been under contract with the | 


agency as a free lance director of 
the Judy Canova show, has joined 
the agency as director of radio in 
Hollywood. 


ADVERTISING 
AGENCY 


THIS IS A REMINDER 

that it's not too early 

to ask our help in lay- 

ing out your catalog 

pages for the Annual 
- January 


seat 


.. (Closing October 1st) 


Gross Margins, Ad 
Expenses Shown 
in Retailer Report 


WASHINGTON—The U. S. Cham- 
'ber of Commerce has distributed 
'a staff report estimating operating 
averages for 21 different types of 
|retailers, and various steps in re- 
tail operation. 

Figures compiled by the cham- 
ber’s domestic distribution depart- 
ment indicated that gross margins 
for the 21 different fields ranged 
downwards from 55% for florists 
to 16% for motor vehicle dealers. 

It called for 50% for jewelers; 
45% for radios and appliances, 
food—non-grocery, and eating and 
drinking; 40%, home furnishings; 
35%, paint, and books and sta- 
tionery; 30%, shoes, apparel, de- 
partment and general, drug and 
fuel; 25%, hardware and farm 
supply, building material, liquor 
and tobacco and filling station; 
20%, meat and seafood; and 17%, 
for grocery and country and farm 


supply. 
Advertising expenses for the va- 


rious businesses ranged from 4% | 


for jewelers to 0.5% for building 
material, liquor and tobacco, meat 
and seafood, grocery, country and 
farm supply and motor vehicles. 
It called for 3% for florists; 2.5% 


for home furnishings and shoes; | 


2% for apparel, department and 

general. All others were 1%. 
The report also offered facts 

about average sale, frequency of 


family purchase and cost of mer- | 


chandising services for each indus- 
try. It offered estimates of ex- 
pense per sale in terms of size of 
sale, frequency of sale, and type 
of service offered for reference by 
retailers in computing their own 
selling prices. 


Promotes Tomato Sauce 


Hunt Foods, Inc., Los Angeles, 
through Young & Rubicam, has 
scheduled a tomato sauce cam- 
paign, starting in the fall with 
four-color pages in Life. The cam- 


paign will stress recipes for use|of the Daily News and Record, | 


of the product. 
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‘Mohawk Appoints 4 


Mohawk Carpet Mills, Amster- 
dam, N. Y., has promoted Fred- 
erick C. Aber Jr. from midwest- 
ern field representative in the ad- 
| vertising and sales promotion de- 
partment to assistant to Howard 
P. Hildreth, manager of advertis- 
ing and sales promotion. A. Fred 
|Currie Jr., formerly northeast 
field representative of the adver- 
tising and sales promotion depart- 
ment, has joined the merchandise 
department. Raymond Collins, 
with the sales force in the New 
York office before service with the 
| AAF, will succeed Mr. Aber, and 
Duane Clark, southern field rep- 
resentative, will replace Mr. Cur- 
rie. 


2 Join ‘Daily News’ 

Braxton L. Dodson, formerly a 
member of the advertising depart- 
|ment of the Times and Alleganian, 
Cumberland, Md., and Vernon R. 
Barrickman, formerly advertising 
manager of the Daily News Jour- 
nal, Murfreesboro, Tenn., have 
joined the local advertising staff 


| Greensboro, N. C. 


Look eee How Main 


@ Main Street stretches around the world! 


Now it’s only 36 hours by air to any spot on the 
globe. The avenues of trade have grown shorter. 


Sometimes we forget that. Sometimes we forget how 
much World Trade means to all the Main Streets in 


America. 


The Merchants on Main Street and the people who 
shop there are better off because of World Trade. 


In fact, part of every dollar they earn (and you 
earn) comes from World Trade. 


You know that Main Street is prosperous when the 
baker has extra money so he can buy from the butcher, 


whoin turn has extra 


Part of Every Dollar You Get 
Comes From World Trade! 


money to spend at the garage and 


grocery and the local theater. Those people, in their turn, 


have more money to spend at 
places. 


the bakery and other 


That's the way it is with World Trade, too. When 
we buy tea, China has money to buy things we want to 
sell. When we buy perfumes, the French can buy farm 


equipment from us. 


So World Trade isn’t just a mysterious something- 
or-other. It’s Main Street trading on a bigger scale. 


It helps everybody. We ought to do all we can to make 
it prosper, because we build our own prosperity by doing 


it. If we want more prosperity, we 


Remember, Main Street is 
want to sell, we have to buy. 


This message is contributed as a public service by the publishers of 


(x) THE INTERNATIONAL EDITIONS of TIME and LIFE 


want more World Trade. 


a two-way street; if we 


Benton Outlines 
U. S. Policy on 
Broadcasting 


ATLANTIC CitTy—The U. S. js 
| willing to reduce the number of 
transmitters it uses for interna- 
tional broadcasting, William Ben- 
|ton, Assistant Secretary of State 
‘for Foreign Affairs, told delegates 
|to the International High Fve- 
quency Broadcasting Conference 
here. 

The conference, which will last 
‘about three months, brings to- 
|gether radio experts from 68 na- 
|tions to consider problems of al- 
lotment of frequencies for inter- 
|national broadcasting. FCC Com- 
| missioner Charles Denny was 
|elected chairman of the confer- 
| ence. 
| Mr. Benton voiced this nation’s 
|readiness to reduce the number 
of transmitters it uses for the high 
frequency broadcasts, and to ac- 
_cept fewer frequencies than those 
now in use, provided other na- 
|tions are willing to do the same 
|to obtain a fair distribution of 
|available frequencies. 


739 Now Broadcasting 


| Last international agreement on 
‘high frequency broadcasts came 
‘in a Cairo conference in 1938, 
|when about 400 bands were al- 
|located. Mr. Benton said a British 
'Broadcasting Company report 
|showed that in the 12 months 
;ending July, 1946, there were 602 
|/such international broadcasters, 
/202 operating on high frequency 
bands not assigned to them. Mr. 
| Benton said there are now 739 
| high frequency transmitters in op- 
/eration in the world. 
| “Other reports,” Mr. Benton 
|added, “indicate that in the lower 
frequencies—the tropical broad- 
casting bands—over half the 
transmitters are operating outside 
the assigned bands. No wonder 
| the listener is often plagued with 
interference. 
| “Confusion also arises from the 
use of frequencies by _low- 
power transmitters—by transmit- 
|ters which are inadequate to give 
| service to the areas they are in- 
/tended to serve. Such chaotic 
|conditions are self-compounding; 
nations are using more transmit- 
ters and ever-increasing power in 
an attempt to override interfer- 
j}ence. Such measures, of course, 
|make matters progressively worse. 
| “Some type of frequency shar- 
| ing arrangement seems to be in- 
evitable. Frequency sharing is an 
|innovation in international affairs 
| [and] may seem to entail a loss 
1of sovereignty. However, that is 
/not the view of the United States.” 
Mr. Benton observed that “if 
programs are honest and well 
|done, a multiplicity of voices 1s 
| better than a few.” The U. S., he 
|declared, does not believe tha‘ a 
\few states should dominate ‘he 
|air waves. 


| jccniniesmninnines 
Rogers Joins KSJO 

Ralph Rogers, formerly with 
Station KGW, Portland, Ore., '1a5 
| joined the staff of Station KSJO, 
'San Jose, Cal. 


LANTERN SLID 


ae es 
BLACK & WHITE, 
For Presentations _ : 


Pe Meetings 


Television, e 
HAYNES-PROVOST STUD 


18 } EAST 41st ST., NEW YORK 17, 
Telephone: LExington 2-5579 


Gra 
about 
rich é 
by sor 
instea 
factué 
Bates 
been 
of on 
gardle 
rich ¢ 
its stc 
ably; 
—nev 
to gel 


wll “i es 
| | , 
ee ; 
1 
| 
|| Th 
| | 
| T7z 
| | ‘ \"\\ EXECUTIVE: 
. 
oak 
i : ccna ait 
| > . ee 
| 8 
| S ‘ ’ 
| \ & 
FC Pe 
: EEE 
| ee ee 
Pe =—5 Wa ~ 
| AS gail 2} = Jag". 
te} Se ay) Se ee gl. So 
| DS Oe ae * aK: | 
rs a ‘ wae %’, 
) </ > i. ie | C% 
ave? {\oe ee 
Sb * %. eens a * " y ‘. 2 e 4 : 
| ina.  «-- a,” 4 3 
| ; f¥ q Con rs, Sy { 
| a 3 2 e : : . ao 4g ie 
| ; o r’ | i aa 7 a. es >, 
- AF ote . ‘ — va * q 
} : ~ A . a 
| : * : ; ae Be 37 ~ (a 
a a _ C—O 
) 7. “ CE — ; 
: | | “N + Rey a ‘ %, sad x 2 : Sy 4 ¢ " ia we... 
if ~~ ar ; ; i ce, : ‘ ‘' } Rig? ; Bie 
eee ia , 
| —_ . aed s Diya 4. eiS tg aan i , ; 
% 
, i 
| | Pee Street Has Grown! " 
| | write 
: not r 
: nen 
| es a, 
lishe 
was 
f Mar 
3 Fe mr 
nd 
i ind 
a 
TI — a the 
z M FE | Ore | in 
| ‘pe! & ‘ 
5 i % ita _ f = rg 
| aa: 7 | Tt 
5 a : = | tr 


j 1947 


S. 1s 
er of 
ter: Q- 
Ben- 
State 
egates 
Fre- 
Prenice 


ll last 
gS to- 
38 na- 
of al- 
inter- 
Com- 

was 
onfer- 


ation’s 
umber 
e high 
to ac- 
. those 
or na- 
+ Same 
ion of 


, 


ent on 

came 

1938, 
re al- 
British 
>port 
months 
are 602 
casters, 
quency 
1. Mr. 
ww = 739 
, in op- 


Benton 
> lower 
broad- 
if the 
outside 
w onder 
<d with 


‘om the 
low- 
ansmit- 
to give 
are in- 
chaotic 
unding; 
ansmit- 
ower in 
nterfer- 
course, 
r worse. 
y shar- 
be in- 
1g is an 
L affairs 
l a loss 
that is 
States.” 
that “if 
id well 
oices is 
7, oe 
» that a 
ate the 


Advertising Age, September 1, 1947 


f YoU OUGHT TO KNOW 


ga 


- BUSINE 


ee 


Cc 


reas : 
ty 


| i 


the Creative Wan Corner 


Grant that the product had a lot to talk 
about to begin with—even so, this Del- 
rich ad could easily have been spoiled 
by some copywriter’s attempt to be clever 
instead of clear, to be fancy instead of 
factual. It is in startling contrast to the 
Bates double spread, where emphasis has 
been put on the advertisement instead 
of on the product, where it belongs. Re- 
gardless of its news advantage, the Del- 
rich ad is easy as a-b-c to follow, tells 
its story quickly, simply and understand- 
ably; the Bates ad—even after a struggle 
—never quite lets you know exactly what 
to get excited about. 


Yow Ought toKuow . 


The letters that most 13-year-old boys 
write to their aunts, real or fictional, are 
not necessarily indicative of the kind of 
nen they will grow up to be. But the 
me which appeared in the December, 
1878, issue of Ameri- 
can Young Folks, pub- 
lished in Topeka, Kan., 
Was an exception. 

Addressed to “Aunt 
Mary,” who ran a col- 
mn in this “journal 
lorthe amusement 
nd instruction of boys 
ind girls of America,” 
ind datelined Garnett, 
Kan. the letter read: 
“l have not written 
Young Folks for 
g while. I have been working in 
fice of the Garnett Journal, for over 
nonths, I like the printer’s trade 
vell I am getting along slowly, I set 
‘olumn today. We were very busy 
ng tickets before election, there 
a great variety of tickets. Demo- 

tickets with Greenback men on 

Greenback tickets with Democrats 
tepublicans, and almost every kind 
ould think of. 
young man, a printer by trade, told 
hen I commenced to learn the trade, 
t was the poorest trade there is, and 
could not make a living at it. 
lo not think it can be the poorest 

Since I have been at this trade I 
hat a great many printers chew and 
e and drink. I have been figuring 
if a man spent ten cents a day for 
Ky, that in ten years, without any 


Arthur Capper 
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“= 
interest it would amount to $365, and for 
tobacco, if they spent only twenty cents 
a week, that would amount to $104 in ten 
years, and both together would make 
$469 enough to buy a good second hand 
press and type. 

“T am now thirteen years old, and I am 
going to try to put my savings out at in- 
terest, in place of spending them for 
drinks and tobacco, and by the time I am 
twenty-one do you think I will have 
enough to buy a good second hand press, 
or will it turn out as the young man I 
mentioned said, that printing was the 
poorest trade in America?” 

The letter was signed, “Arthur Cap- 
per,’ and there was little doubt what 
“Aunt Mary’s” answer to her corres- 
pondent would be. “Arthur talks in a 
business-like manner,’ she wrote, ‘and 
Aunt Mary feels quite safe in predicting 
that printing will not turn out to be the 
worst trade in America; no trade would 
in the hands of a boy who makes such 
sensible calculations and such good reso- 
lutions.” 

“Aunt Mary,” of course, didn’t have to 
worry about how her predictions turned 
out; few columnists do. But in this case 
“Aunt Mary” couldn’t have done better 
if she tried. Thirteen-year-old Arthur 
Capper had practically blueprinted his 
life for her: his determined plan to be a 
printer (and publisher); his life-long 
aversion to liquor and tobacco; his close 
association with “election tickets.” 

It is rather typical of the 82-year-old 
Senator and farm paper publisher that 
when ADVERTISING AGE interviewed him 
in his Washington office just before Con- 


HE WEEK ... THE PAY-OFF.. . 


OTHER FEATURE 


gress adjourned, he attributed the growth 
of the Capper publications to the simple 
fact that “they grew with the country.” 
He insisted: “I was lucky. I got in when 
Kansas was just starting; I worked hard 
and got along fine in newspaper work. It 
all just grew together.” 

Young Arthur Capper got his hands 
and his head well filled with printers’ ink 
in Garnett, where he lived and went to 
high school. When he was 19 he moved 
on to Topeka, seeking a job on the To- 
peka Daily Capital. He likes to recall 
that he was hired because the Capital’s 
printers had just been paid, and several 
of them were off on rather extended 
drunks. Thus he got his real start be- 
cause of others’ use of liquor. 

After several weeks as a printer at $15 
a week, he was offered a job as a re- 
porter at $10. Convinced that he could 
go farther as a reporter, he accepted the 
“promotion,” while the other printers 
laughed uproariously. And it wasn’t long 
before young Arthur was city editor, and 
then political reporter, a post which in- 
directly led him into politics. 

Moving out of Kansas to broaden his 
experience, he spent several years on the 
New York Tribune and then moved to 
Washington as the Washington corres- 
pondent of the Capital. 

Mr. Capper went back to Kansas and 
started his huge publishing enterprise 
when he purchased the North Topeka 
Mail for $1,000 in 1893. He turned this 
weekly newspaper into a statewide farm 
paper, later consolidating it with the 
Kansas Breeze. In 1919, he purchased 
the Kansas Farmer and the consolidated 
publication is now known as Kansas 
Farmer Mail & Breeze. The other Cap- 
per properties were added from time to 
time. 

Capper and associated enterprises now 
publish farm publications in Kansas, 
Missouri, Michigan, Ohio and Pennsyl- 
vania, the national Capper’s Farmer and 
Capper’s Weekly, the Topeka Capital and 
State Journal, and Household magazine, 
and also operate WIBW in Topeka and 
KCKN in Kansas City, Kan. His publi- 
cations now have a combined circulation 
of about 5,000,000. 

Sen. Capper explains his entrance into 
politics simply, too. By 1914, he says, 
his old political friends from his state- 
house reporting days decided he should 
run for office. ‘They took me in hand, 
and made me governor,” he says. They 
“took him in hand” again in 1916, when 
he was reelected by a 162,000 majority, 
and again in 1918, when he was elected 
to his first term as Senator. He has been 
in the Senate ever since, the oldest mem- 
ber in point of service except McKellar 
of Tennessee. He asked to be put on the 
agriculture committee when he arrived 
in Washington in 1919, and has been 
there since, and is now chairman. 


Since his entry into politics, Sen. Cap- 
per says, he has left the publishing busi- 
ness largely to the “Capper family.” He 
says: “They know what I want” and “I 
give them a free hand.” He agrees that 
he has been “very lucky” in finding peo- 
ple to manage his publishing properties 
so well through the years. 

Aside from his well known interests 
in agriculture and his opposition to liquor 
(he has again introduced into the present 
Congress his perennial bill to bar all 
liquor advertising), he has a wide range 
of interests, especially in children’s ac- 
tivities—an interest which seems to have 
been heightened by his own happy but 
childless marriage. Long before 4H Club 
days his publications sponsored “pig and 
poultry clubs” for boys and girls. He 
was a founder of the 4H Clubs and is on 
the national 4H board, as well as on the 
national Boy Scout board. Then there is 
the Capper Foundation for Crippled Chil- 
dren, which the Senator organized in 
1920. He is also one of the governors of 
the Home for Orphan Children at Moose- 
heart, Ill., and is vice-president of the 
Crippled Children Association of the Dis- 
trict of Columbia. 

About the biggest annual event in Sen. 
Capper’s life is the picnic that he holds 
every year on his birthday, July 14, for 
the children of Kansas. This year marked 
the 40th anniversary of this festive oc- 
casion, when hundreds of children come 
to help the Senator celebrate, and inci- 
dentally to devour hundreds of gallons of 
ice cream, to ride on carnival rides, to 
listen to radio entertainers, play softball 
and indulge in a variety of interesting 
and exciting events. 

Many years ago, Publisher Capper laid 
down his publishing philosophy: 

“My chief aim,” he said, “is to make a 
steadfast friend of every man, woman 
and child who subscribes for or adver- 
tises in my papers, or transacts business 
of any nature with my office; the under- 
lying principle that has built up the Cap- 
per business is to treat everybody 
squarely and not knowingly have one 
dissatisfied patron.” 

ADVERTISING AGE asked Sen. Capper if 
he would run again when his present 
term expires a year and a half hence. 
He said he couldn’t decide so soon, but 
pointed out that he is 82 years old, where- 
upon AA reminded him that fellow 
Kansan Ayres has just been appointed to 
another seven-year FTC term at 80. 
Senator Capper pointed out that he was 
largely responsible for Ayres’ appoint- 
ment in the first place, and that he had 
intervened to have him reappointed, be- 
cause he has a very high opinion of Mr. 
Ayres. But we still don’t know whether 
he’ll run again. One thing is certain: if 
he does, he’ll be awfully hard to beat. 
He’s been in the business of making 
steadfast friends for a good many years. 


/ he / ag ~- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


GUARANTEE INSPIRES CONFIDENCE 
AND HELPS TO BUILD SALES 


In these days of rising costs, it is 
always refreshing to find a mail order 
advertiser who guarantees prices. 

This policy inspires confidence and 
gives the prospect or customer the feel- 
ing he is doing business with a trust- 
worthy organization. 

To build confidence, play up your 
guarantee of complete satisfaction or 
money refunded, or your guarantee that 
prices will not be increased for a definite 
period. 

In many lines, the mail order dealer 
has no control over prices. He must pay 
the market price for materials or mer- 
chandise. But to offset the resistance 
over increased prices, the featuring of 
“satisfaction guaranteed” will build con- 
fidence in your offers. 

If you can be sure of guaranteeing 
prices for a definite period, say the re- 
mainder of 1947, feature this guarantee 
in your advertising or sales literature. 

Here is how Samuel L. Presner of The 
House of Gifts, Box 4550, Coral Gables, 
Fla., features his guarantee of no price 
increases: 


OUR GUARANTEE 

We guarantee that all prices 
shown in this price list will not be 
increased during the year 1947. 
We further guarantee that if we 
are able to make price reductions 
on any items listed, we shall do so 
to your benefit. We also promise 
to endeavor in every way to main- 
tain and increase the quality 
wherever possible at no increased 
cost to you. 

Expert knowledge of markets 
here and abroad, coupled with tre- 
mendous cash buying power, en- 
ables us to make these startling 
guarantees in the face of ever 
increasing prices. Let’s all work 
to keep prices down! 


One of the fundamentals of mail order 
selling is to inspire confidence. Your mail 
order advertisements will pull better if 
you play up your guarantee of “money 
back if not satisfied” or that your prices 
are “guaranteed” for a definite period. 
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} 
. | Trade Council notes from studies | John R. Steelman, assistant to the | fair trade prices on merchandise : 
. rpneen Freee. | Fair Trade Holds covered in its final legislative re- | President, is “said to be acting | that is soiled or damaged or being s 
| New York, has elected Genevieve | port for the period January to | to coordinate with President Tru-|sold for “clearance.” The word 
| Huss, director of retail promotions, . . August, 1947. man the government’s considera- | “clearance,” the council explains, 
| a vice-president. She will con- p Sf d Congress and 44 states met in| tion of fair trade statutes in their | “is not to be confused with the 
1 | tinue in charge of the corpora- | rices ed ler, |regular legislative session during|relation to the federal gove rmn- | term ‘close out.’” The Rhode Fe 
| tion’s retail promotional and edu- | this period, eight states held 10|ment’s price reduction program.” | Island Fair Trade Act permits Was 
} | cational division. Miss Huss came ° special sessions, and the Alabama} Legislatures of Ohio, Pennsyl-| price cuts in a bona fide close cut dollar 
or as y Bay st tone oi OuncI eports legislature is still convening, the | vania and Rhode Island memorial- sale. A “clearance” sale woiild ing A 
| Butterick Pattern Company as council shows. | ized Congress to study prices. “permit a bargain sale as often as the ¢ 
| promotion manager. Later she Finds Leai lati S . Yet, despite the “vulnerability” | Publish _ the retailer cared to hold one, pro- av 
| joined B. Altman & Co. as buyer, gisiatTive WaliNs of fair trade at a time of na-| ublishers Oppose Measure vided only that he stated that the sae a 
| | and joined Forstmann in 1940. But 3 States Still tionwide clamor for price reduc-| “The only group to oppose fair| merchandise was offered {or eee 
| C . 'H ld ' tions, “no laws or amendments to| trade in Missouri,” the council | ‘clearance.’”’ Augu 
| | ontinue ° outs existing laws inimical to fair|says, “was the state press asso- | Co ission Bill Fails index 
eer aed | trade were passed, while several ciation,” on the basis that “the) wo. o¢ aed meee Ba volutl 
| New YorkK—“Price increases on | statutes dealing with trademarks | measure would put newspaper | QSRINGCOR SVRte TAiee 80 pass 


a bill which would have estab- 


ing possible defendants should a | lished a three-man commission to 
|regulate fair trade enforcement. 


| retailer violate the proposed law | This commission would have been 


fair traded products are much less 
than increases in such classifica- 
tions of necessities as food, cloth- 
ing and personal service, almost 
none of which are affected by fair 
| trade statutes,” the American Fair 


and sales below cost were clarified | publishers in the position of be- 


and strengthened.” 
Defeat Fair Trade Bills lb d tisi 1 , a 
In the three “holdout” states, | 7 oe pela gricggene: | empowered to penalize any mer- 
Mi i oT dv t. it| For the sixth time in seven con- | aint tounl guilty al “any ite! 
—_——> Sue oS ermont, 1! secutive sessions, the Texas leg- | 7 7 8 . ee wee 
method of competition or unfair 


| 

os 

| THE LETTER SHOP, Inc. 
| 


431 S. Dearborn St., Chicago 5.1llinois 


is explained, fair trade bills still} ._ ‘ : i 
failed to pass. The Texas bill was | islature rejected a fair trade meas- | 


pemewe or deceptive act or practice.” 
killed after a bitter fight. The | “When the strength of the bill Wisconsin’s Unfair Sales Act 
Missouri measure passed the | became evident,” the report adds | was amended to allow an injured 


House by a substantial majority | 


| party to sue for damages and to 
and will come up for Senate ac- | 


“the opposition attempted to kill recover twice the pecuniary loss 


COUNTY 
AGENTS 


AGRICULTURAL TEACHERS 


tion during the 1948 session. The 
{ Vermont bill, which “actually was 
restricted to the sale of cigarets, 
|was not so reported in the press 
/and was bitterly assailed as a 
| price-raising measure.” 

| California and Illinois enacted 
|laws for mandatory fair trading 


ii with crippling amendments. One 
of these would have required 
manufacturers to negotiate fair 
trade contracts with each mer- 
chant. . . It would have nullified 
the usual non-signer clause. An- 
other amendment would have ex- 
empted sales to all servicemen, 
veterans, their dependents, old age 


| suffered. Advertising of merchan- 
|dise by retailers and wholesalers 
lat less than cost, or offering gifts 
“unfairly to divert trade from a 
competitor,” the council points 
| out, “is defined as unfair competi- 
tion.” 


eam oo t Oat be 26 28 oot ae 


‘in distilled spirits. A similar law, 
enacted by New York a year ago, | 
goes into effect Sept. 1. 


EXTENSION LEADERS Rexall Plans Contest 


with One-Cent Sale 


pensioners, school teachers, 


Reach the men whose widows and orphans.” 


“NOD” may outsell 


Use 
Getter FARMING 


iets : | . . s incre 
your best salesmen | The council’s report describes | Farm Bureau Objects eulke wil cniek € ee woe ra | 

) The we = ee be Ng . eins ager es gi The state farm bureau and con-| contest to be held in conjunction cisco 
= = an aos to uapeweer of Economic WEDGES WO) ee groups led opposition to the With its nationwide annual one- Loss 
| M ETHODS ee eee ascertain how state laws on|\ oo ont bill ‘cent sale, slated for Oct. 15 decli 
) for 19 years their busi- pricing and federal regulations | ae through Oct. 18. Three grand ; 
| ness magazine. ites ‘ | Among actions taken by the Hav 
| ishi irculati might be used as barriers to fur- | various state legislatures on) Pr#es—an all-expense around the the 
WATT Publishing Co., MOUNT MORRIS, ILL. BRS Ueto ther the reduction of prices.” Also, | **.-. 8 world trip for two persons via ; 
. pricing, trademarks and related|pjy American World Airways, yeal 

subjects were: _.|and all-expense round trips for 
Colorado passed a bill requiring | two persons to Rio de Janeiro and wei 
| retailers not to sell cigarets at| to Hawaii, or $5,000, $2,500, and distr 
a less than cost plus markup. A | $!,000 cash—will be given to win- UNI’ 
| 'Connecticut Senate committee) ners who submit the best ending, Bost 
. ‘failed to act on a measure for|i™ 50 words or less, to the sen- Ne 

mandatory trademark registra- | fence: I prefer Rexall products = 
| tion. Massachusetts provided for ete 


injunctive relief in trademark in- 
fringements and unfair trademark 
competition suits, even though the 


| parties concerned do not compete 


on “similar classes of goods.” 


Entry blanks, available at more 
than 9,000 participating Rexall 
drug stores throughout the coun- 
try, must be mailed bearing a 
postmark not later than Oct. 31. 
Approximately 650 additional win- 


a” ee 


|ners will be awarded prizes in- 


| cluding Bendix automatic home 


State Tax Killed 
? é . , |laundries, Cara Nome travel kits, 
Nebraska rejected a bill which | cigaret lighters and nylons. Rex- 


would have required any person aj]’s original one-cent sale has 
(offering any form of discount, | been held annually since 1914 and 
such as trading stamps, to pay a | features items at “two for the 
'$500 annual state tax plus $250) price of one plus one cent.” 

to each county in which he oper- 
ated. New Jersey failed to pass 
a bill which would have restricted | 
the sale of merchandise to bona 


ee ee) 


Superga. yearn 


| fide retail outlets, thus prohibiting | \\\ 
| any company from operating a co- | @ \\A\ \\\ \ 
| operative purchasing plan to gain | PeTr\ \\ \ ‘DECALS 
|savings for its employes. LUMINESCENT 

Rhode Island rejected a bill de- | Ask for | CARDY-LUNDMARK CO. 
| signed to permit retailers to cut | ee 1ST GSYRON ST. — CMEASO 


Dowt be a “bench-hugger”’. Start “hitting” now at that 
big High School Market! ‘“Team-up” with THE NATIONAL 
ECHO and you're set to “score high” with the teen-age group. 
The National Echo now has a paid circulation of 100,000 reaching 
high schools in all forty-eight states. In the High Schcol market, 
The Echo assures you more “hits” — more runs — NO “strike- 


HIGH in favor... 


outs”. ern mem 
Get to “first base” with high school students the . 
easy way — advertise in The National Echo! Clos- 0 On the dial 
ing date for first fall issue is September 9. Write —— 


for further information or consult your agency. 


A —— 
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AMERICAN SCHOOL PRESS ASSN , STATE COLLEGE, PENNSYLVANIA 
New York Advertising O “ce—424 Madison Avenue 


THE 
NATIONAL 


IT’S MUTUAL! 


Represented nationally \! 


by EDWARD PETRY & CO." | '' 
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WASHINGTON—Department store, 
dollar volume for the week end- 
ing Aug. 16 was 6% under sales 
the corresponding week a year 
ago, the Federal Reserve Board | 
has reported. 

In the first two full weeks of 


August the department store sales | Cleveland District. 


index, based on 1935-39 average | 
volume, rose six points from 219 


DEPARTMENT STORE 


~ SALES INDEX 


1935-39 EQUALS 100 


Week of Aug. 16, ’47*.p225 
Week of Aug. 9, ’47*..222 EF: 
Week of Aug. 17, °46*.239 FF 
Week of Aug. 10, °46* .228 
Month of June, *47....288 
Month of May, ’47....291 


*Not adjusted seasonally. 
pPreliminary. 


to 225, compared with a 22-point 
rise, from 217 to 239, in the same 
fortnight of 1946. 

Nearly all districts and cities 
showed losses from a year ago. 
The highest gains were an 11% 
increase in Salt Lake City and a 
2% district gain in the San Fran- 
cisco (12th) reserve district. 
Losses ranged to a second district 
decline of 18%, including New 
Haven’s sales decrease of 30 from 
the second week of August last 
year, 


Yr.to Yr. % Change | 


Week Ending 


Federal Reserve Aug. Aug. Aug. 
district and city 2 9 16 
UNITED STATES.. 1 r—2 —tH 
Boston District.... 1 0 —18 
New Haven ....—18 —13 30 
a, rer 4 4 —19 
Springfield ..... —f -§ —18 


POINT-OF-SALE DISPLAY PRODUCED FOR PENDLETON 


May We Suggest 


Now is the time to employ our counsel and 
services to insure best acceptance, maximum 
use, consistent results. 

"ve are a Display Agency and cooperate 
ful 


with your advertising agency to ‘'Pipe- 
In “he force of notional advertising. 


i) FREE! 
A ea | 


36 Pages... 420 Pictures 
.,.an Exhibit of Performance. 
’ Write for a copy of it Today 
on your business letterhead 


+, ‘ } 


Opens Window 
Display Contest 


Federal Reserve Figures on Department Store Sales 


! 


Providence ..... 6 we ch7 | 
New York District.—3 r—3 -13 
IHOWEES 6c cei —11 5 —17 
ROMEEN. <6 isi soa 4 —3 12 | 
OW TOPE. 5 occas -3 r—2 11 | 
Rochester ...... { S. sae | 
oy | re 4 7 -23 | 
Philadelphia Dist..r—3 4 —6 | 
Philadelphia ...r—7 2 —6 | 
2 ~§ —7 
yi Ae re 2 —2 0 
Cipcinnat?...... —1 -7 —T 
Cleveland ...... 8 10 —11 
Columbus .....3. —5 —11 -13 
EOE ais eae 9 r—8 9 
Pittsburgh ..... —J —7F —7 | 
Richmond District.—5 r—4 -11 
Washington —4 —2 —3 
Baltimore ...... —10 —7 —18 
Atlanta District...—6 r—2 — 
Birmingham ....—1 6 1 
|S a ra 6 9 10 
ORGS 5c tices -12 —S —] 
New Orleans .... 4 5 2 
Nashville ...... —10 —3 —14 
Chicago District... 2 —) —6 
CUO, keke ns —2 —10 —8 
Indianapolis ....—1 —7 —16 
BAGEEOEE cielas.d 4.0% 11 4 1 
Milwaukee ..... 1 — — 
St. Louis District... 0 —7 5 
Little Rock —) -15 13 
Louisville ...... —? —2 0 
ae 3 —7 5 
Memphis ....... —14 —l14 10 
Minneapolis Dist... * * * 
Minneapolis ° . * 
Se > area * ° * 
Duluth-Superior. * ° - 
Kansas City Dist..—2 r—4 —] 
SPO Suc aa dards —2 —2 0 
i eae -§ —2 3 
Kansas City ....—6 7 3 
Bt; JOBOPN .... «5 10 15 —-% 
Oklahoma City..—8 i -4 
NEMO cidiay ale ase wb —-1 8 ) 
Dallas District.... 0 —§ —5 
Sen pee ee 1 —11 -§8 
Fort Worth .... 8 -3 4 
BROUSTOM: oickiaes 2 —3 —3 
San Antonio ....—4 —2 ——8 
San Francisco Dist. 9 r7 2 
Los Angeles Area 15 7 3 
CORMIGM 266 kien 19 7 0 
San Francisco. ..—1 1 1 
Portieanad <.i..2:; -=3 7 oon) 
Salt Lake City.. 14 19 11 
TL a ee —3 r7 --1 


Company will start a window dis- 
play contest Sept. 5 for the best 
| displays of its Resistol ‘‘self-con- 
| forming” hats, with prizes totaling 
| $2,175 in savings bonds and mer- 
| chandise. The company is launch- 


Sept. 29 issue of Life. 


*—Data not available. 
r—Revised. 


GARLAND, TEx. — Byer - Rolnick 


ing national advertising in the 

Stores across the country will 
be able to compete in three classi- 
fications, depending upon the size 
of the city in which they are lo- 
cated—over 200,000; 50,000 to 
200,000 and under 50,000 popula- 
tion. 

Contest rules specify that Re- 
sistol hats must be the principal 
item of display and the design 
must emphasize the “self-con- 
forming” or “comfort” theme. 
Contest photographs, preferably 
8x10” in size, must be mailed to 
the company’s advertising depart- 
ment before Oct. 15. 


Miss America Scholarship 


Two New Space Units | 


‘Martin Forms Agency 


F. L. Jacobs Company, Detroit, 
has announced the renewal of the | 
company’s sponsorship of the $25.,- | 
000 Miss America Scholarship 
Foundation. Funds of the founda- 


| tion will be distributed among the 


first 16 winners in the annual Miss 


America Pageant in Atlantic City, | 


Sept. 1-6. 
In addition to the F. L. Jacobs 
Company, the fund is co-spon- 


sored by Catalina Knitting Mills, 
Los Angeles, and Joseph Bancroft 
& Sons Company, Wilmington, 
Del. 


Rejoins Brewery 

Harry B. Heutel,  secretary- 
treasurer of the Dallas-Fort Worth 
Brewing Company, Dallas, maker 
of Bluebonnet beer, has resumed 
active participation in the man- 
agement of the brewery following 


Q mine | his discharge from the Navy. 
' 


39 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 


ivision 


Parents’ Establishes F uller Names Louttit | 


T. Robley Louttit, Inc., Provi- 

Parents’ Institute, New York, | dence, has been appointed to 
has established both a High School | handle the advertising of W. L. 
& College Group, consisting of |Fuller Company, Warwick, R. L., 
Calling All Girls and Varsity, with | manufacturer of hand tools for 
a guaranteed circulation of 1,150,- prmenerconnetw ge trades. Business | 
000, and a _Parents’ & Youth papers will be used. | 
Group, consisting of Parents’, Call- | 
ing All Girls and Varsity, with | 
a guaranteed circulation of 2,300,- | 


000. | 
| 


enti 


Artkraft* M 9 P 
900 Kibby St., Lima, Ohio, U.S.A. 


Y 


“Trademarks Reg US Par OF 


pesos ee Seg eee oes . ; SS 


# 
™ 


Space in the High School & Col- 


lege Group will be sold at $2,200 | n 
per page and in the Parents’ &| Tu sme IC 
Youth Group at $6,100 per page. | 

Advertising for the two groups is INDUSTRY 


under Allison R. Leininger, ad-| FF : ‘ 
vertising director and vice-presi- | 
dent of the institute. i. 


Covers an industry that is 


J. W. Martin has organized his | 
own advertising agency, J. W. 
Martin, Inc., at 229 E. Wisconsin 
Ave., Milwaukee, to specialize in 
agriculture and automotive ac- 


not afraid of the future. 


counts. Am the ts that | | 

he is siodiioe a vee einer | Also Publishers of Beauty Fashion 
Tractor Company, Frank M. Wood Hs 

Company and Simplicity Mfg. | eS : 
Company. a a ‘ 


How Leading American Industries 


OCE\IVE 


Their National Advertising 


“Big time” advertisers know that all their actual sales are 
local sales—completed locally by their dealers. 
That's why they localize their national-advertising 
appeal—with illuminated brand-identification signs 
at the point of sale. 
Because of our unrivaled facilities, many out- 
standing leaders and hundreds of smaller-budget 
advertisers look to ‘“‘Neon of Lima” for develop- 
ment of their dealer sign programs. 

Send us your trade name, colors desired— 
or if you prefer, our sign program expert 
will call at your convenience. Our design- 

ing staff, always at your service, will 

gladly submit plans and sketches. No 
obligation, of course. 


WRITE FOR FREE BOOK 


Send for new 24-page illustrated book, 
“Sign Up.” Tells how national adver- 
tisers successfully “localize’’ their 
selling ... shows how you, too, 
can build maximum sales with 
illuminated brand-identifica- 
tion signs. Write for your 

copy today! 


Alp - : 
irs, TOITIO 
FRIgE RATION NING 


PHILCO | 


SMITH APPLIANCE 2 


"QUALITY Neon and Fivorescent -in QUANTITY” 


Mew York Office, Circle 57570 + Chicege Office, Ardmore 9400 + Los Angetes Office, Hempsteod 484! 


Signs.. 


IDENTI-SIGH) 


REPRESENTATIVES IN ALL PRINCIPAL CITIES 
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1945 Top Salaries in the fiscal year ending June 30, | 


Include Numerous 
Ad, Sales Execs 


WASHINGTON —Secretary of 
Treasury John Snyder’s annual 
list of individuals receiving $75,- 
000 or more for personal services 
to corporations includes a number 
of names familiar in advertising 
and related fields. 

Among 636 who were paid that 
much in 1945, or fiscal years end- 
ing in 1946, were: 

William Randolph Hearst, $100,000 
from Hearst Consolidated Publica- 
tions and $100,000 from Hearst Pub- 
lications. 

Richard E. Berlin, $158,780, Hearst 
Magazines. 


Walter Winchell, $97,681, New 
York Mirror Department of Hearst 
Corporation, 


John P. Blair, $93,897, and George 
W. Bolling, $75,909, John Blair & Co. 

Walter P. Paepcke, $130,000, Con- 
tainer Corporation of America. 

Richard A. Porter, $79,828, Roche, 
Williams & Cleary. 

Chesser M. Campbell, $100,872, 
Tribune Company; L. H. 
$121,068. 

Chester Gould, $77,939, 
Tribune-New York News 
Gray & Gray, $95,800. 

R. W. Clarke, F. M. Flynn and R. 
Cc. Hollis, each $103,500, News 
dicate Company. 

Henry P. Martin Jr., $76,801, Reg- 
ister & Tribune Company. 

Joseph Pulitzer, $165,531, 
Publishing Company. 

Chester J. LaRoche, $84,375, Amer- 
ican Broadcasting Company. 

Mortimer Berkowitz, 
American Weekly, Inc. 

Paul W. Kesten, $95,785, Columbia 
Broadcasting System. 

Thomas H. Beck, $87,740, Crowell- 
Collier Publishing Company. 

Len S. Pinover, $84,475, Intaglio 
Service Corporation. 


tose, 


Chicago 
Syndicate ; 


Pulitzer 


$152,167, 


R. J. Cullen, $102,499, Internation- 
al Paper Company; J. H. Hinman, 
$76,666. 

P. W. Lennen, $83,333, Lennen & 
Mitchell. 

William B. Warner, $138,587, Mc- | 
Call Corporation. 

Niles Trammell, $95,408, National 


Broadcasting Company. 


DeWitt Wallace, $99,500, Reader's 


Digest Association; Albert L. Cole, 
$84,715, and Kenneth W. Payne, 
$84,500. 

Charles L. Stillman, $80,613, Time, 
Ine. 

Paul Bellamy, $110,129, Forest 
City Publishing Company; Sterling 


E. Graham, $97,917. 
W. D. Fuller, $77,197, 
lishing Company of Pa. 
H. M. Benstead, $102,500, 
Printing & 


Curtis Pub- 
Lithographing Company; 
Elmer G. Voight, $115,557; E. H. 
Wadewitz, $161,630, 
Wadewitz, $124,337. 


Watson Tops Manufacturers 


Among manufacturers, top pay- 
check went to Thomas J. Watson, 


president of International Business | 


Machines, who received $425,548. 
He was third on the entire list. 

F. A. Countway, who resigned 
as president of Lever Brothers 
Company in 1946, and who was 


Syn- | 


Western | 


and W. R.| 


| third highest paid in the U. S. in 
1944, received $381,755 from Lever 


|/1945. Charles Luckman, 
president of the company, re- 
‘ceived $100,000 from Lever to 
| mid-1945. 

Others in the manufacturers and 
| distributors group are: 

K. T. Keller, $100,900, Chrysler 
Corporation; F. M. Zeder, $85,350; B. 
E. Hutchinson, $90,900, and H. IL. 
Weckler, $97,400. 

Alfred P. Sloan Jr., $201,000, Gen- 
eral Motors Corporation; Charles E. 
Wilson, $303,990 (plus $129,725 from 
General Electric); Charles F. Ket- 
tering, $200,804; Marvin E. Coyle, 
executive vice-president, $198,255; 
Harlow H. Curtice, president of 
Buick, $179,935; William E. Holler, 
retired sales manager of Chevrolet, 
$108,493. (General Motors paid 33 
executives $75,000 or more in 1945, 
| compared with 43 in the previous 
year.) 

Henry Ford II, $140,004, Ford Mo- 
tor Company; M. L. Bricker, $87,569, 
jand B. J. Craig, $136,625. 

S. L. Avery, $101,099, Montgomery 
Ward & Co. 

R. E. Wood, Sears, Roebuck & Co., 
$82,773; A. S. Barrows, $110,000, and 
T. V. Houser, $79,999. 


now | 


| $88,114, 
| $78,114. 
A supplemental report for the 
| previous year shows Frederick B. 
| Ryan, chairman of Ruthrauff & 
Ryan, received $100,000 in 1944; 
Raymond Rubicam, of Young & 
Rubicam, was paid $92,500; Walter 


and W. M. Bristol Jr., 


ceived $80,240 from Crowell-Col- 
lier; Mr. Keston was paid $85,529 
by CBS; W. A. Fairburn received 
Company, and Mr. Hearst re- 
lications, as well as a like amount, 
previously reported, from Hearst 
Consolidated (AA, June 24, °46). 


'S. L. Feiss Moves 


| S. L. Feiss, New York, pub- 


| lishers’ representative, has moved 


| State building. 
WNCA Appoints Forjoe 


" Forjoe & Co. has been appointed 


Winchell received $97,241 from | 
Hearst Corporation; Mr. Beck re- 


Advertising Age, September 1, 1947 


Armour Becomes 
Parttime Sponsor 
of ‘Queen’ on MBS 


Cuicaco—Armour & Co., for its 
Star shortening, starts sponsorship 
Tuesday of two quarter hours a 
week of Mutual’s. cooperative 


i“ full network. 


WNCA, Asheville, 


| “Queen for a Day” show. Armour 
| will use 190 MBS stations in the 
$100,000 from Diamond Match | South and Southwest. 

| Prior to last April, Miles Lab- 
ceived $100,000 from Hearst Pub- oratories, for Alka Seltzer, and 


Procter & Gamble Company, for 
Duz, shared sponsorship of 
“Queen,” heard at 12-12:30 p.m., 
EDT, five times weekly. Both used 


In April, Philip Morris & Co. 


| took sponsorship of the program 
|to larger quarters in the Empire| except in the South and South- 
perme using that region to check 


results of its use of the program 
elsewhere. At that time, Philip 
'Morris also began sponsoring the 
| last quarter-hour of another MBS 


Adve 


iKe 
Ad 


a.m., EDT, also omitting 190 south. 
ern and southwestern MBS yt. 
lets (AA, April 7). 

As previously, when P&G wa, 
a sponsor, Miles and Philip Morris 


: ; ‘ BA’ 
alternate daily in sponsoring the Comp 
first and last quarter hours. Ar. forme 
mour, therefore, will alternate jy tic sa 
the South and Southwest with retair 
Miles in sponsoring the first and MB jent 
last quarter hours—Miles son. oany 
soring the opening quarter hou, al 
Tuesday and Thursday one week direc’ 
and Armour sponsoring it the fo}- ‘. 
lowing week. cistat 

Foote, Cone & Belding handles [MB jecor 
the Armour account. Wade Ad. Ry eav 
vertising Agency handles Alka San ] 
Seltzer, and the Biow Company unt Ss 
handles Philip Morris cigaret ad- Ke 
vertising. the s 

igen ae prod 
Sears Names Caulfield vice- 

Delbert C. Caulfield has been Mand | 

appointed retail group advertising JM tion | 


manager of Sears, Roebuck & Co,’s 
stores in Dallas, succeeding B. J 
Hoopingarner, who has resigned 
Mr. Caulfield was formerly adver- 


| 
| 
| 
| 


. i : ae Do 
Lee H. Bristol, Bristol-Myers|N. C., as national representative | 8!ve-away show, “Heart’s Desire,’ tising manager for Sears’ Cleve- HB yjyne 
Company, $77,845; Henry P. Bristol, |of the station. | heard five times weekly at 9:30-10| land stores. ecco! 
—_—_ 
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iKellogg Sales 


Advances Swan 


BaTTLE CREEK — Kellogg Sales 
Company has named E. T. Swan, 
formerly sales supervisor, domes- 
tic sales manager. Mr. Swan will 
retain his position as vice-presi- 
dent of the Kellogg Sales Com- 
pany, member of the board, and 
member of the Kellogg Company 
directorate. 

L. G. Buchanan, formerly as- 
sistant to the sales supervisor, will 
become sales supervisor, and E. M.? 
Leaver, district sales manager in 
San Francisco, will become assist- 
ant sales manager at Battle Creek. 

Kellogg Sales Company directs 
the sales of the parent company’s 
products. E. J. Freeman, Kellogg 
vice-president in charge of sales 
and advertising, heads the opera- 
tion as president. 


Fahy Joins Juneau 


Doug Fahy has joined C. B. 
Juneau, Inc., Los Angeles, as an 
account executive. 


|Form Bakery Council 
to Study Packaging 


The Laminated Bakery Package 
Research Council has been formed 
in Chicago to study packaging 
problems, develop new merchan- 
dising methods, devise improve- 
ments and new uses, correlate and 
disseminate information gained in 
research on laminated packages. 
The council is sponsored by the 
Laminated Paperboard Package 
Association. 

Members of the council are: 
Harvey H. Robbins, executive sec- 
retary of the council and the as- 
sociation; John Snyder, sales 
promotion manager of bakery 
packaging, Marathon Corporation, 
Menasha, Wis.; Gordon Dilno, 
manager of the bakery package 
division of Sutherland Paper Com- 
pany, Kalamazoo, and John 
Stevens, manager of the bakery 
package division of Container 
Corporation of America, Chicago. 


WDWS Appoints 


Radio Advertising Company has 
been appointed representative of 
| WDWS, Columbia affiliate’ in 
| Champaign, Il. 


Book Ad Volume 
Up 50% in ‘46, 
MAB Study Finds 


New York—Book advertising in 
magazines, newspapers and net- 
work radio increased about 50% 
in 1946 from 1945, from $9,982,- 
000 to $14,687,000, and was about 
six times as large as the $2,517,- 
000 in these media in 1938, the 
Magazine Advertising Bureau 
shows in the current issue of 
“M.A. Briefs.” 

Although newspapers, with $9,- 
046,000, continued to get the 
largest part of the book total in 
these media in 1946, MAB shows, 
the magazine part nearly doubled 
from $2,813,000 to $5,370,000, and 
network radio’s share (time only) 
grew from $35,000 to $271,000. 

For the first time the book clubs 
|spent more advertising money in 


41 
(Add 000) 
Individual Total Book 
Book Clubs Book Publishers Advertising 
Net- Net- Net- 
work work work 
Mags. Newsp. Radio Mags. Newsp. Radio Mags. Newsp. Radio 
1946 $2,003 $1,842 . $3,367 $7,204 $271 $5,370 $9,046 $271 
1945 989 oe ee 1,824 5,668 35 2,813 7,134 35 
1944 806 964 1,516 4,766 2,322 5,730 ene 
1943 492 835 1,391 5,012 1,883 5,848 
1942 594 898 1,331 3,562 1,925 4,460 
1941 378 715 826 3,321 1,204 4,036 
1940 291 537 613 2,589 904 3,126 
1939 256 292 641 2,144 897 2,436 
1938 88 ae 496 1,805 ak 584 1,933 ea 
(All advertisers investing $25,000 or more in any medium. News- 
paper figures less complete than magazine figures, because in 1945 
and 1946 they are limited to the 108 Media Records cities.) 


magazines than in newspapers— 
$2,003,000 as against $1,842,000— 
the bureau says. 

“There is every logical reason 
for book advertising to appear in 
magazines,” the report adds, “be- 
cause the people who buy and 
read books are exactly the same 
sort of people who buy and read 
magazines.” 

Higher production costs empha- 
size the need for more advertising 


OLKS who read 


We've screened 


But we've screened in 3,000,000 husbands and wives 
whose big interest is better living in a better home, 
and who have the money to live well. 


Editorial content does the screening trick: 100% 


aren't just whiling away idle time. 


On purpose. We have no fiction, no side 
lines to lure them. 


Better Homes & Gardens 


out those casual readers. 


service articles on better 


living in better homes 


attracts only the folks who 


are running, and buying 


for, a comfortable home — active homemakers. 


BH&G is a know-how book; it’s packed cover to 
cover, ads and all, with ideas and information on 


everything from re-roofing and painting to new 


strawberry shortcake recipes, the color of the new 


sofa, and the baby’s formu 


It’s written deliberately for better homes: suburban- 
type homes in which the income is among the high- 


est for a/] big magazines. 
power of billions a year 


standard of living in the world for 10,000,000 people. 


it's pown—courtery of B. Altman & Co 


The 100% service articles are 100% service to adver- 


a better llomes «Gardens 


Amertias Fiat Seraice Magacine 


tisers just as much as to readers — because they 
screen a concentrated, active market for you. A 
market big enough to take the entire output of most 
factories. A market eager for everything that’s better 
— from freezers and new ranges and vacuums to 
new cake mixes. A market that devotes its income to 
its homes — and to everything that makes for com- 
fortable family living. 


No wonder BH&G is such a solid, economical path 
to your most fruitful market. No wonder more and 
more advertisers realize that 3,000,000 families like 
the BH&G group are too important to miss. (BH&G 
had the biggest percentage increase in advertising 
linage in 1946 among a// big magazines.) 


Aren't you missing a lot if your story isn’t in BH&G? 


la. 


That means a spending 
to maintain the highest 


—— ™ 8 


a 


Circulation Over 3,000,000 


3 fresh facts on SERVICE THAT SELLS 


Seldom does any magazine except a technical 
publication achieve such a close one-to-one 
relationship between reader and buyer. That 
just boils down to the most economical way 
to spend your dollars. May we tell you more? 


to put a book over. “M.A. Briefs” 
quotes Bennett Cerf, president of 
Random House, to the effect that 
the break-even point on novels 
in recent years has risen from 
2,500-4,000 to 10,000. “Best-sellers 
can no longer carry the load for 
unsuccessful books. In fact, 
many publishers (now) depend 
largely upon book clubs for their 
profits.” 

Book expenditures in each of 
the three media for the last nine 
years are shown in the table 
above. 


Shulton Completes 
Christmas Schedule 


Shulton, Inc., New York, will 
schedule 14 full-color insertions, 
including several inside front 
covers, in 12 national magazines, 
starting Nov. 15, in a Christmas 
promotion for Early American Old 
Spice, Early American Friend- 
ship’s Garden toiletries for 
women, Early American Old Spice 
for men, and Leigh perfumes. 
Eleven sets comprised of Old 
Spice and Friendship’s Garden for 
women and Old Spice for men 
will be featured in color in class 
and mass magazines, and Desert 


Flower perfume by Leigh will be 
promoted in! separate color pages 
in class magazines. 

On the Shulton schedule are 
Christian Science Monitor, Good 
Housekeeping, Harper’s Bazaar, 
Ladies’ Home Journal, McCall’s, 
Seventeen, The New Yorker, The 
Saturday Evening Post, This 
Week, Town & Country, Vogue 
and Woman’s Home Companion. 
Wesley Associates is the agency. 


RCA Names Knowles 


William H. Knowles has been 
appointed general manager of the 
newly created educational sales 
| department of RCA Victor. For 
| the past year he has been man- 
|ager of the company’s educational 
| sales activities. 


| TOBACCO SALES 
UP 4 TIMES 
SINCE 1940! 

| 


Facts are stubborn things, Mr. Advertiser, 
Mr. Space Buyer. Winston-Salem is the to- 
bacco market place for 19 counties and their 
allotted 160,407 acres, in the NATION'S 
GREATEST TOBACCO STATE. 


75,531,012 pounds of tobacco sold for 
$31,511,601.22 in 1946. 


47,405,732 pounds of tobacco sold for 
$8,134,823.61 in 1940. 


A substantial part of the 314 million dollars 
that the farmers earned last year was trans- 
formed into Retail Sales in Winston-Salem 
and vicinity. 


Another powerful reason why U.S.’ 
100th Market is a “must” for advertis- 


ers with something to sell in the South’s 
No. 1 State! 


JOURNAL and SENTINEL 
Winston-Salem, North Carolina 


National Representative: 
KELLY-SMITH COMPANY 


Circulation of the Sunday Journal and 
Sentinel now exceeds 50,000! 
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“We like Better 
Fruit." 

—Roy Webster, 

owner 

of the famed 
Webster Orchards, 
Hood River, Oregon 
Write for full story 


1135 $. E. SALMON ST. * PORTLAND 14, OREGON 


Richardson to UN 


Stanley Richardson has been 
granted temporary leave from 
NBC where he is assistant to Wil- 
liam F. Brooks, vice-president in 
charge of news, to act as con- 
sultant to United Nations Deputy 
Secretary General Byron Price. 


Henry J. Kaiser Company, Oak- 
land, reports that sales of its new 
water-powered dishwasher (AA, 
July 7) are doubling monthly, but 
that a complete report on distri- 
bution, sales and initial consumer 
advertising, through McCann- 
Erickson, will not be made until 
Oct. 31. Promotional plans for 
other Kaiser home appliances 
have not yet been developed. The 
dishwasher is made at the Fleet- 
wings plant in Bristol, Pa. 

* * * 


In connection with the change 
from “voluntary” to mandatory 
fair trade in distilled spirits in 
New York state Sept. 1, some dis- 
tillers point out that important 
New York City newspapers have 
aided them in recent months in 
making the voluntary system 
work. ° 

When a price-cutting retailer 


vol THE 1-3 POCKET Eucr Ycone! / 
: ~ oo ALLA 
4 


Over 37,000 circulation, in- N 
cluding 25,000 league and 2515 \) 
city association officials. The only 
magazine with 100% coverage of Was 
- EX, 5336 certified Bowling establishments. Hm 
x (~< Bowling market, wide open after 
four years, produces $291 ,000,- 
00 annually—three times as much 
as pro baseball. 


OF .,, Write for our latest rate card today. 


OW 


THE BOWLER’S MAGAZINE 


Gilicial Publicelion of 
AMERICAN BOWLING CONGRESS 
- 2200 NORTH THIRD STREET 
_ MILWAUKEE 12, WISCONSIN 


Advertising Age, September 1, 1947 


offered an insertion to one of these 
newspapers for publication, say, 
on Tuesday, the newspaper would 
point out that, due to space ration- 
ing caused by the paper shortage, 
it could not print the ad until 
Thursday. 

Meantime, the newspaper would 
explain the situation to the dis- 
tiller whose products were in- 
volved, and the distiller would 
have a day or two in which to 
bring “moral suasion” to bear on 
the retailer. 

Some newspapers, however, 
afraid of the “restraint of trade” 
angle, would not engage in this 
practice. 

* * * 

Add fine forecasts: Executives 
of WBKB, Balaban & Katz video 
station in Chicago, forecast 5,000 
sets in use on Aug. 15 and set that 
date for the change in the sta- 


Su cara merece lo mejor 


(YOUR FACE DESERVES THE BEST) 


The world’s most widely 
known products 
are advertised in 
the world’s most widely fee 
read magazine 3 


é 


p Ast, suave como mano de eriatura 
‘mocente, es la hoja Gillette-Azul, 
feconocida siempre como le mejor. 

Se fabrica de selecto acero y por 

métodos de alta precision. Todas uni+ 
formes . . . tédas excelentes, Obdtenga 
tu afeitada nitida y ripida de conocedor 
asendo la hoje Gillette-Azul, 


The Gillette Safety Razor Co. 
advertisement prepared by the 
J. Walter Thompson Company i 
) | for The Reader’s Digest in Spanish f 
4 


TR 
; Nor, 066, Sia Jf. 


Rie 


Pannen Sarety Razor Co., GENERAL Foops 
CorPORATION, SOCONY-VAcuUM O1L CoMPANY, INC. 
—these names you know well are rapidly becoming 
well-known in other countries, too . . . through their 
advertising in one or more of the 11 International 
Editions of The Reader’s Digest. 


These advertisers use The Reader’s Digest because 
they know that its International Editions: 
e@ Reach more than 2% million people in 42 countries 
@ Influence the leaders in every country 


@ Speak in the language of each country—a cardinal 
principle of export 


The Reader’s Digest 


: aie ; For rates, list of advertisers and 
An ever-growing magazine in a growing world mar- 
ket, The Reader’s Digest offers American exporters 
a strong voice overseas. 


International Editions of 


The READER’S DIGEST € - 


WHERE GOOD CUSTOMERS MEET GOOD PRODUCTS 


Part of Every Dollar 


in Spanish... 


Guaranteed net paid circulation 1,000,000...most widely 
read magazine in Spanish, reaching good customers in 
Latin America at rates as low as $2.10 per thousand. 


Published also in British, Australian, Portuguese, 
Danish, Swedish, Finnish, Norwegian, French, 
French-Canadian, Arabic and Japanese editions. 


other information, ad- 


dress: The Reader’s Digest International Editions, Inc., 
500 Fifth Ave., New York 18, N.Y. 
or 333 N. Michigan Ave., Chicago 1, Ill., DEArborn 8331. 


, LAckawanna 4-0900, 


You Get Comes from World Trade 


tion’s advertising rates. The exact 
number of sets on file as of that 
evening was 5,027. 
Time charges at WBKB are 
based on the receiver census, and 
the new figure made effective a 
basic hourly rate of $375. It wil] 
apply until 15,000 receivers are 
installed. 

ca * * 
Frankfort Distillers Corporation 
was not altogether pleased at the 
announcement of American News- 
paper Advertising Network (AA, 
Aug. 18) that Frankfort has 
launched a 52-time schedule total. 
ing 25,000 lines in each of 24 
ANAN newspapers, for Four Roses 
whisky, through Young & Rubi- 
cam. 
This campaign, in same size and 
frequency, Frankfort explains, is 
running in a total of 84 newspa- 
pers in large cities from coast to 
coast. Frankfort starts its news- 
paper lists with the biggest mar- 
kets in population and _ works 
down from there as far as its 
budget will go. Certain major 
markets, such as Buffalo, Detroit 
and Pittsburgh, are not yet in the 
ANAN group. 
The Four Roses newspaper bud- 
get has been expanded consider- 
ably this year. 
* * * 


Network radio, the billings of 
which recently have leveled off 
after about two decades of steady 
and phenomenal rise, no longer 
causes magazine publishers most 
concern. The magazine people 
now regard newspapers as their 
most formidable rival for national 
advertising dollars. While the up- 
ward trend in magazine volume 
has slackened this year, newspa- 
pers continue to push rapidly 
ahead. 


* * % 


International Harvester Com- 
pany, which pulled all the adver- 
tising stops to introduce its low- 
price Farmall Cub tractor last 
July (AA, June 23), is selling 
them as fast as its Louisville fac- 
tory can turn ’em out. 

The Cub is priced at $545 f.o.b. 
factory, with attachments and im- 
plements extra but low enough to 
keep the cost under $1,000—long 
an IH goal. 

Purchasers include industrial 
workers who have bought small 
farms averaging from five to 30 
acres in order to raise part of 
their own food. Besides national 
advertising and displays at state 
and county fairs, IH employed ex- 
hibits of the Farmall Cub in 
major cities—such as the Marshall 
Field & Co. State St. store win- 
dow display—to attract the city 
folks who want to spend part of 
the time down on the farm. 

* * * 


Many Newspaper Advertising 
Executive Association members 
feel that the rather misleading 
“national advertising manager” 
title ought to be dropped in favor 
of “manager of general advertis- 
ing.” NAEA membership is now 
being asked to express its opinion. 


KSEI Ups Power 


Station KSEI, NBC affiliate in 
Pocatello, Ida., has increased its 
power to 5,000 watts fulltime. The 
station formerly operated on 1,000 
watts daytime and 250 watts 
night. 
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ON SCHOOL LUNCHES — American 
Dairy Association's 1947-48 campaign 
will open Sept. 21 with this color page 
in The American Weekly in praise of 
the school lunch program and dairy 


foods the children get. Campbell- 
Mithun, Chicago, is the agency. 


Air Express Marks) 


20th Anniversary 


WASHINGTON—Air Transport As- 
sociation of America has issued a 
four-page news release on the 
0th anniversary, Sept. 1, of sched- 
uled air express service. 

Airlines comprising the first air 
express network in 1927, ATA ex- 
plains, were Colonial Air Trans- 
port, operating between Boston 
and New York; National Air 
Transport, operating between New 
York, Chicago and Dallas; Boeing 
Air Transport, between Chicago 
and San Francisco; and Western 
Air Express, between Salt Lake 
City and Los Angeles. Boeing and 
National later were merged into 
United Air Lines. 

Air express volume totaled 3,- 
189,996 shipments in 1946, as com- 
pared with 17,006 in 1928. 

ATA plans no special advertis- 
ing on the anniversary. The asso- 
ciation will change the emphasis 
of its national campaign in maga- 
zines in September and October 
from passengers to freight, but 
will not mention the anniversary 
in this copy. Erwin, Wasey & Co., 
New York, is the agency. 


AFA Groups to Meet 


The Fifth District, Advertising 

Federation of America, will hold 
ls annual convention at the Ft. 
Hayes Hotel, Columbus, O., Sept. 
26-27 and the Tenth District will 
hold its meeting in San Antonio 
Oct. 9-10. The Inter-City confer- 
ence of Women’s Advertising 
Clubs, Advertising Federation of 
America, will meet in Detroit, 
Oct. 18- ig. 


Verst Appoints Dreiser 


Harry Dreiser, with the United 
States Bureau of the Census as 
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Says Swift Plane 
‘Is Here to Stay’ 


DaLLas—The Swift personal 
plane is getting its first advertis- 
ing boost under new management. 
The Texas Engineering & Mfg. 
Company, which took over the 
Swift from the -bankrupt Globe 
Aircraft Company, has launched 
the drive with the slogan: “The 
Swift is here to stay!” 

Copy is scheduled to run in 
Aviation Week, Cross Country 
News, Flying, Southern Flight, 
Trade-A-Plane and Western Fly- 
ing, with direct mail backing up 
the publication campaign. 

J. A. Maxwell, assistant to the 
president of Temco, reports that 
sales to date have been “encour- 
aging.” 

Albert Evans Advertising 


Agency, Fort Worth, handles the 
account. 


Names Hirshon-Garfield 


Burlington Mills Corporation of 
New York has appointed Hirshon- 
Garfield, New York, to handle ad- 
vertising for its men’s wear divi- 
sion. 


Schaer Joins Theis 

Sidney Schaer, formerly an ex- 
ecutive with Crest Shoe Company, 
has joined Theis Bros. Company, 
Boston, as sales manager of the 
shoe fabrics division. 


Candy Firm Sold 

Ernest G. Robinson Ltd., To- 
ronto, has purchased the Patter- 
son Candy Company, Toronto, one 
of Canada’s oldest confectionery 
manufacturing concerns. Ernest G. 
Robinson is_ president of the 
newly-acquired company, Martin 
J. Robinson is vice-president, and 


Frank Minnes, secretary. 


executives, in addition to forming 
the board of the parent company, 


These 


Ernest G. Robinson Ltd., 
make up the directorate of the 
Jenny Lind Candy Shops Ltd. 
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also 


“COVER COLORADO 


Ra baht a farmer 


publicist for its monthly reports 
on the labor force, has been ap- 
pointed editor of Verst Publishing 
Company, Chicago, publisher of 
he Wholesale Grocer News and 
Successful Grocer# He succeeds 
M. L, Lippitt, who has been made 
ound -in-chief. 


pant flies? 


U. S. CAMERA 


gets them by 


150 WEST 22nq St 


. NEW YORK 11) 


| AMERICAN ® MUTUAL 


| 


5,000 WATTS 
980 KC 


National Representative: 


THE KATZ AGENCY, INC. 


WSIX gives you all three: 


WHAT A 


Retail sales in the Nashville market 
area have been increasing 100%, a 
year—1000%, from 1935 to 1945.* 
No wonder we call this a bargain 
territory! Check the market data 
for Nashville’s retail trade area— 
you'll be surprised at the sales po- 
tential. And you can share in re- 
tail sales of more than 356 million 
dollars yearly. So, reach your share 
of the prospects, at reasonable cost, while they are tuned to favorite 
network shows broadcast over WSIX. 


*Tenn. State Planning Board report. 
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say that “most said they would|basis, using latest ABC Sunday: 
-vacation outside the New York,| circulations for both papers, the 
New Jersey and Pennsylvania | Herald Tribune pull on the Christ. 
| area,” mas appeal advertisement was 
ae i ee Pee or | I am not connected with the|.0016 while the Times’ was .0013. 
This department is a reader’s forum. Letters are welcome. New York Times but this com-| Similarly, on the Valentine appeal. 
P : ! | pany manages the travel exposi-| Herald Tribune pull was .00098 
Elsie’s an Old-Timer | times on 24-sheet posters over a| Jersey or Pennsylvania.” This |\tion at which the survey was|while that of the Times was 
in L 1 Advertisi oeriod of seven or eight years. —_ sounds as if the majority of New| made, and naturally we are anxi-|.00082. These percentages are de- 
in tHe sige eat We just want to call your at- Yorkers vacation in these three| ous to have travel trends in the|rived from response figures as 
To the Editor: Thank you very tention to the fact that this is/| states. New York market interpreted cor-| given in your report quoting My 
much for the article about Elsie’s | wrong. Instead, the Times survey shows | rectly. Stahl, public relations director for IR". 
new baby calf. It was very ex- __ W. A, JEMIson, |that only 21.6% of those planning Lucia Lewis, the Greek. War Relief Association, B""™."~ “ 
cellent, but I would like to correct Advertising and Sales Pro- a vacation in this country would Vice-President, Travel Expo- BERWIN Kaiser, 
one statement that was made in| motion Manager, The Borden | take their holiday in these middle| sitions, Inc., Chicago. Promotion Copy Chief, New ing oa 
a ages @ : aad seas 's Company, Chicago Milk Divi- Figen ig — ee oe York Herald Tribune. Thong, 
our article sai a is is} sion. ity, 4%, wi ravel to other . s *Th : ‘ 
the first time that Elsie had ap- : oe © ; lstates. For instance, 19.4% Misplaced Negatives wane oe appeared HM oral of 
peared in any local advertising in Reviews New Yorkers planned to visit New England, Go to the Doghouse aes asked 1 
the past 10 years. This is a mis- Plans for Travel 17.7% stated they are traveling to To the Editor: Paging your; Wants Extras of Editorial — ¥- 
statement because in our color To the Editor: Your story on_ the Pacific Coast states, 6.8% ex- Grammarian! a To the Editor: I have sent the oe rti 
campaign in the Daily News and|the New York Times Vacation| Pressed a preference for the| I agree with most advertising | .4itorial “It's About Time Dep: mh ™ 
Chicago Tribune we have been! curyey, which appeared in the | Rocky Mountain area, etc., etc. | men that plenty of leeway should) -.ont» to the local Ne oti ; 
Se ee ee ee 18 issue of ADVERTISING AGE, a ong ge do not = a _— — — han-| star asking them to aa it. mes 
y past makes one statement which I be-_ |into account e large number ing his job. ang, colloqui- Could you send me about six or 
four or five years. In black-and- | jieye is slightly misleading. more than half of those inter-|alisms and other less-than-100% | .. a agitional copies? I'd like t 
white campaigns, she has been You state that of the 2.522 per- Viewed, who are planning vaca-|forms on English usage should be enh’ Guns to Alfred P Sloan Resto 
used for the last eight years. In cons interviewed at the New York tions outside of this country this|permitted under certain condi-|% + Keller. and a few more ye of ‘D 
our ice cream and milk divisions Travel Show “most said they | year or next. Therefore, we be- tions, and these “accepted” varia- oss attleulaie exponents of free To t 
she has been used a number of would vacation in New York, New | lieve it would be more accurate to|4#0nS should help to keep copy | enterprise. issue 0 
— alive. KENNETH E. Gor the att 
But I submit that the large cap- Mi : a . 
P : inneapolis. Unfo 
tions on the enclosed Band-Aid ad s «ss ae 
are Ut Sxamipies of -' acospied Lee Angeles Uuliir's work 
idiomatic expression. I think they . & 
should read “Not all glassware is Copy Wins Favor oe * 
crystal” and “Not all adhesive To the Editor: We are enclos- P “The 
bandages are Band-Aid,’ but I|ing an engraver’s proof of an in- ‘ABC 
haven’t had a chance to look up| stitutional advertisement for the sail 
the chapter and verse in a book of |Los Angeles city-owned Depart- z the 
English grammar. ment of Water and Power, which 4, 1 
Whatever this error may bejran in Los Angeles metropolitan Nnited 
called, it certainly is in a class|newspapers. This advertisement The 
with split infinitives. Probably it|has attracted favorable comment the lat 
is a worse breach because the ap-| locally as an example of drama- aelived 
parent meaning of the phrase |tizing a subject that could be dull, oad a 
changes upon analysis. It says in| were it reported with dry statis- i ° 
: P ; cerned 
effect: There is no such thing as | tics. the Se 
crystal glassware. . There are| The advertisement, by the way, Saas | 
no Band-Aid adhesive bandages. |tells part of the continuing story x the 
This series of otherwise clever | 
: 3 Z our na 
ads has been running in national | ee | If y 
magazines for several months. | omens, Mla prec 
“All pipes are not briar. . . All| = ieee * ‘ohcti 
rugs are not Persian... etc.”| ™ ——aiee nar 
Maybe I’m just a spoil-sport and ~~ 5 
a narrow, pedantic, provincial | and o 
guy. I prefer “It is me” to “It is | 
| I,” but I’m darned if I would okay | pa 
| the series of misplaced negatives | diigo fom meellng seelinie aes: nt 
that have been running Band-| | 7 |") worserower For tos ances, MM Bacl 
Aids into my grammatical dog- sa bigs: SD | s 
house. | ae Nath i of ‘CO 
J. B. Durry, Hee. ay oo an ele To 
Sales Manager, Relief Print- | ‘''! wi ner: og bars | 
ing Corporation, Boston. Saat me Se man \ 
P. S. Maybe this misplaced | vig lms eeelpericfeet gate ~ : 
negative business is catching. | re aot Te og sorne 
Kleenex is telling us now “All | Sela age Be Llechiieili gratif, 
tissues aren’t Kleenex.” To my | a | aemaarizer oo waren ee P00 simila 
literal mind this means that there | ideas 
is no such thing as a tissue named |of Los Angeles’ development of fBhighly 
Kleenex. new sources of electric power— BMbeen 
. [Editor’s Note: Willie Shake-| necessary to keep pace with the Mj But 
- ’ speare did it, too. Remember City’s phenomenal growth in both Biwhy 
0 popu a ion “All that glisters is not gold”?] new citizens and new industries. Hand « 
v,vwe The Department of Water and BMsoap . 
* » . |Power recently concluded an 18- (icerit,, 
live on the ILLINOIS side Sets the Record Straight ;}month national campaign featur- copyy 
on Greek War Relief | ing the advantages of industrial Htouch 
To the Editor: It’s late, but not| Los Angeles. Citize 
too late I hope, to call your atten- CHARLES E. COLEMAN, strate 
Quad-Cities is the largest population market in Illinois and lowa outside of Chicago—a market tion an ae, in ste athe Mile Cal & Co, Beverly latest 
of more than 200,000 people. Of this figure, nearly 60% (116,326, according to U. S. Census peas sf Bn a precio thera wien schon — 
of Metropolitan Counties) live on the Illinois side in the Rock Island, Moline, East Moline zone. successful use of specific appeals) Asks for Reprints adjec 
as against general requests. To the Editor: In your June 23, Th 
This population market has plenty of spending money, too. Latest figures reveal $4,409 effec- The final paragraph, referring | 1947, issue y@®u had an article Monly 


tive buying income per family for Quad-Cities dwellers. Even before war-inflated wages shot 
incomes upward, payrolls from giant manufactu-ing concerns in this area exceeded $25!/, mil- 


to a campaign consisting of Christ- 
mas, Valentine’s and Greek War 


| Relief Day (March) full page ap- 


datelined Milwaukee and entitled 
“Repeat Ads Don’t Lose Reader- 
ship, Study Group Says.” Did you 


£otte: 
all p 


howe 


lions annually. 


A steadily growing market—with ready-money. That's the Quad-Cities. 


Two daily newspapers serving the combined Moline-Rock Island-East 
Moline market are the Moline Daily Dispatch and the Rock Island Argus. 
They cover, without duplication, the better half (60%) of the Quad-City 


population. 


ABC figures count 47,965 combined circulation for the 


Argus-Dispatch—only daily published in the Illinois zone of this market. 


i te 


eee HERO ROCK -K_ISLAND ARGUS 


™~ vee 


=; MOLINE DAILY DISPATCH _ LR) 


ROCK ISLAND ARGUS Pr MOLINE DISPATCH 


National Representatives - - The Allen Klapp Company ——* 


| peals stated: 


“No agency was used by the 


| group; Mr. Stahl wrote the copy, 


collaborating with George Grella 
(sic), head of the Herald Trib- 
une’s art department.” 

The copy, which played such a 
successful role in this campaign 


|was prepared by Ed Freeman of 


| 


the Herald Tribune’s promotion | 
copy staff—with Promotion Art 
Director George Greller. 
Elsewhere in the account the 
statement was made that “The 
Times ... is the proper medium 
for a relief ad.” The statement 
would be quite correct if it read 


| “The Times is a proper medium 


| 


|for a relief ad.’”’ For you will note 
that on a percentage of returns 


reprint this article and if ‘0, 
would a couple of hundred copies 
of it be available to us? 
FRANKLIN C. WHEELER, 
Vice-President, Brisacher, Van 
Norden & Staff, San Francisco. 
[Editor’s Note: Sorry, no re- 


,| prints of this article are avail- 


able. | 
‘Mystik Gets ‘a Break 


To the Editor: Look at the en- 
closed tear sheet from the Chicag? 
Tribune and you will see the 
answer to an advertising mans 
dream. 

Our little 20-line teaser ad 0” 
Mystik tape appears almost like 4 
4th panel in the Orphan Annie 
cartoon. The sequence and tm- 
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\to Meyer's voucher. 
| “I particular! 


|party, including Hughes, according |night because Mr. Hughes came into| Roosevelt continued that he andjin and joined them. 
5 the night club wearing a pair of his wife were dining alone when 
ly remember that!blue sneakers,” he said. 


| “Mr. Hughes was absent from! 
'Hughes, Meyer, and two girls came!the table for quite awhile and Mr. 


Meyer was doing what Is known in 


}Roosevelt went on. “I had the 
jwaiter bring the check and I paid 
at for $185. We (the Roosevelts) 
| Not only was Meyer's subsequen' 
leheck only $32, Roosevelt said, but 
jhe was on terminal leave and not 
in @ position to influence war con 


(Continued on following page) 


“- 


ing are perfect. 

This might have been an acci- 
dent. However, we placed sev- 
eral of these ads in this issue and 
asked the Chicago Tribune for a 
good position. They came through 
with one of the best breaks an 
advertisement ever got. 

ROWLAND LAUGHLIN, 

George H. Hartman Company, 

Chicago. 

, ? F¥ 


Restates Circulation 
of ‘Detroit Times’ 

To the Editor: In the Aug. 4 
issue of your publication we ran 
the attached advertisement. 

Unfortunately, our promotion 
manager failed to detect an art- 
work and subsequent engraving 
error. Our advertisement read as 
follows: 

“The Largest Regular Carrier 
‘ABC Recognized) Home De- 
livered Circulation in the History 
of the Detroit Times, and the Sec- 
ond Largest Circulation in the 
United States.” 

The copy was correct insofar as | 
the largest ABC recognized home | 
delivered: circulation in the his- | 
tory of the Detroit Times is con- | 
cerned, but should have read “and 
the Second Largest ABC ulation | 


nized Home Delivered Circulation 
in the United States,” insofar as_ 
our national position is concerned. 
If your policy permits, I would 
appreciate your publishing some | 
correction reference in order that | 
vur integrity may be preserved | 
and our embarrassment reduced. 
J. W. FLEcK, 
Advertising Director, The De- 


| 

<3 
troit Times. SS 

} 

| 


Backs Writer on Power 
of ‘One Little Bar’ 


To the Editor: One hundred 
bars of super-duper soap to the 
man who wrote the comments on 
soap advertising [Creative Man’s 
Corner, Aug. 11]. It was most 
gratifying and oh so right. The 
similarity and paucity of selling 
ideas used to’ merchandise this 
highly 
been apparent. 

But while the writer was at it 
why didn’t he point out another 
and even more glaring fault of 
Soap advertisers. The lack of sin- 
cerity in their copy. Either the 
‘Copywriters have gotten out of 
‘ouch with Mr. and Mrs. Average 
Citizen or they want to demon- 
‘trate their knowledge of the 
‘atest $2 superlative. Of course it 
could be the manufacturer who 
feels that only the super-colossal 
adjectives will move his soap. 

The soap makers are not the 
only ones who seem to have for- 
sotten this basic fundamental of 
all good advertising. They are, 
‘owever, major 


nw 
STAR-NEWS 


touted product has long | 


: culprits. Read | 
rerloaaatial aeaeanoes ean Nineteen other leading food advertisers are already profit- 
ing by this finer, lighter plate. So are seven famous auto- 
| mobile advertisers, eight top tobacco advertisers, sixteen big 

soap and drug advertisers — and hundreds of others. Remem- 
| ber: every PLASTICTYPE retains the true fidelity of the orig- 


Over . . 
verloaded with superlatives and 
| 


ridiculous claims, they promise 
one little bar, one little box will 
work miracles. The radio adver- 
tising makes me blush for the pro- 
fession I’m in. I pity the an- 
nouncer who utters this drivel 
and wish if “Duz Does Every- 
thing” it would shut off the radio 
and let me shave in peace. 
Please soon do an article on the 
fellow that writes commercials 
like the ones on the Whiz candy 


bars. Tell him to cease and desist. | 
My wife and family have suffered | 


enough injuries falling over ar- 
ticles of furniture to get to the 


radio to shut him off. He would 
be surprised in how many homes 
he is an unwelcomed guest. 
ARTHUR F. Brown, 
Arthur F. Brown Associates, 
Boston. 


FF © 7 

Distributes Editorial 

To the Editor: This confirms 
the fact that you gave us and our 
client, National Distillers Products 
Corporation, permission to reprint 
the editorial “A Break for the 
Well-Known Brand,” which ap- 
peared in the July 28 issue of Ap- 
VERTISING AGE. A sample of the 


jeafe society as ‘table hopping”” | 


, reprint is attached. 
In the opinion of ourselves and | 
|L. M. Hickson, advertising man- 
‘ager of Natianal Distillers, this 
| editorial hits the nail on the head 
|with respect to the whisky busi- 
| ness. 
| While sales in general are off, 
| the highly advertised old-line 
brands are doing peak business, 
and, in many cases, are this year 
making new highs in sales. 

Mr. Hickson and we thought 
that this editorial should be in the 
| hands of National Distillers’ entire 
field force and their wholesalers’ 


| forces as well. 


PHILIP LUKIN, 
Vice - President, Lawrence 
| Fertig & Co., Inc., New York. 
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DON'T BE AFRAID to 
fill your catalog pages 
with sizes, weights, 


colors—dealers want 
all information at their 
fingertips. ee 

DEALERS’ DIRECTORY 


ISSUE OF BUILDING 


SUPPLY NEWS 
_ (Closing October Ist) 


GQhicaqgo 
Mefender 


IN EXCESS OF 200,000 


ABC MEMBERSHIP 
GEORGE f. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 


Low milline rate— 


lowest cost per inquiry in 
this highly responsive field 
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inal, and the saving on shipping costs averages 60% — 
making first class and airmail inexpensive. Mail the coupon 
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Tus G. Washington newspaper campaign announces great 
news for coffee lovers —a saving of up to six cents a day by 
using G. Washington Instant Coffee. And this coffee cam- 
paign is great news for other advertisers, too. Because tear- 
sheets prove that G. Washington’s use of Reilly PLAsTIcTYPES 
results in cleaner, more uniform reproduction. 


today for free details. 


REILLY ELECTROTYPE COMPANY 
305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 
CHICAGO * DETROIT * INDIANAPOLIS - SAN FRANCISCO * LOS ANGELES 


Reilly Plastictypes 


N 


coffee lovers / 
4 


F Reilly Electrotype Company 
) 305 East 45th Street, New York 17, N. Y. 
/ Mail me a sample Plastictype, and tear- 
| CJ sheets. : 
! Have a representative call to give me 
; full details. 
' Nam 
ING esses — 
1 
‘ 
‘ Company_ 
\ 
\ Address 
A Dept. A.A, 
‘ 
‘ 
Ths 
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a: of FTC Policy | 
Still Up in the Air | 


‘Do They Mean It?" | 
Asked as Compromise 
Made on Trade Codes 


By STANLEY E. COHEN | 


WasHINGTON — At this writing, 
the new FTC statement outlining 
an expanded role for a system of 
industry codes in the fight for bet- 
ter business ethics is still “all 
things to all comers.” 

Apparently the commission is 
now proposing to handle a large 
volume of its routine work through 
a friendly, informal procedure, 
but the real significance of the de- 
cision must await the record of 
daily administrative actions in the 
months ahead. There is still the 
question: “Do they mean it?” 

The policy statement Aug. 19 
was designed to compromise the 
hopes of Commissioner Lowell 
Mason, the man who believes FTC 
should work more closely with 
business, with the doubts of the 
other commissioners, who feel that 
FTC must be the stern school- 
master with cat-o-nine-tails in 
hand. 

The statement declares that 
codes can be useful in eliminating 
misunderstandings about the law, 
and in reducing the number of ac- 
cidental violations. 


Suggests New Procedure 


It goes even further, proposing 
a new procedure to dispose speed- 
ily of advertising and sales law 
offenses traceable to ‘“‘misunder- 


standing.” Under this procedure, 
the offender merely promises to 
adhere to an industry code cover- 


individual agreement. 

But having agreed to fast, 
friendly handling of routine cases 
of error, the commission state- 
ment makes an about-face, elab- 
orating in detail on the shortcom- 
ings of the cooperative FTC-in- 
dustry procedure. 

Misgivings about the real mean- 
ing of the statement stem from the 
common knowledge that the “Old 
Guard” majority on the commis- 
sion is going along reluctantly in 
the experiment. On first reading, 
the Aug. 19 statement sounds like 
a salesman intent on talking him- 
self out of a sale. As it stands, 
the statement leaves FTC a wide 
area of judgment in its day-to-day 
decisions about the program. 

The FTC “Old Guard” remains 
suspicious of any arrangement 
which will subordinate the tradi- 
tional case-by-case prosecution as 
the chief weapon in dealing with 
law violators. 

Typical of the reservations writ- 
ten into the Aug. 19 statement is a 
warning against those who would 
“abrogate statutory procedures or 
frustrate the effectiveness of cor- 
rective processes.” 


Sidestepped Mason Program 


For nearly two years the ma- | good faith is ordinarily lacking in 
jority had resisted the efforts of | such (wilful) violations, it cannot 
Mason, a newcomer, to force a re-| be expected to be present in 
appraisal of FTC’s progress (or| agreements by the conspirators to 


lack of progress) 


monopoly. 


ing the matter, or to negotiate an | 


country, Mason argued that “hit 
or miss” prosecutions were not 
denting the mass of offenses. He 
used this shocker: “There is not 
one company engaged in inter- 
state commerce which cannot be 
successfully prosecuted for violat- 
ing one of our laws.” 


‘Mobilize the Good’ 


While FTC could always keep 
busy this way, Mason argued, it 
would be better off “mobilizing 
the good in industry” than “rattl- 
ing the penitentiary bars.” 

His program was based on a be- 
lief that business men want to do 
the right thing, but that the law is 
vague, and they sometimes skate 
on thin ice to meet competition. 

With the great mass of business 
men protected under codes, he felt 
FTC would be free to prosecute 
the “chiselers.” Pi . 

Mason clearly got a lot less than 
he had hoped for from the Aug. 19 
statement, but he did get formal 
recognition of the need to clean 
up common types of unfair trade 
practices by shortcut procedures 
on an industrywide basis. 

To take a hypothetical case, 
under this procedure the commis- 
sion might take up the use of 
demonstrators in the vacuum 
cleaner industry. If it found many 
firms “misunderstanding the law” 
on this subject, it could get the in- 
dustry to agree on the “true” 
meaning of the law. 

Then, instead of taking all vac- 
uum cleaner manufacturers to 
trial, it could drop charges against 
any firm that subscribed to the 
industrywide code. 


May End ‘Offenses’ 


During the coming months, the 
commission investigators will be 
turning up instances of industries 
with “offenses” common to many 
members. If the commission ap- 
plies the “code” procedures, these 
“offenses” will be cleared up 
without litigation, or unusual pub- 
licity. 

Most of the “Old Guard” reser- 
vations are designed to draw a 


distinction between the “unin- 
tentional” and the “wilful” vio- 
lator. Commissioner William A. 


Ayres and his associates staunchly 
refused any “easy settlement” 
procedure for “wilful” offenders— 
anti-trust violators, or firms ac- 
cused of false advertising of 
dangerous drugs, foods and cos- 
metics. 

As for shortcuts on anti-trust 
cases, the majority insisted: 
“When conspirators are discovered, 
or when they are on the verge of 
being discovered, they would 
doubtless be glad to make use of 
the commission’s trade practice 
conference or _ stipulation pro- 
cedure as protection against the 
more rigorous procedures pro- 
vided by the anti-trust laws.” 


Says Agreements Won’t Work 
The majority argues: “Since 


| The caustic Aug. 19 settlement | 
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AMERICA'S LUXURY BACON 


Hand-Picked, Suger-Cured, Tender-Smoked 


Wes like stopping Time thes oewen cheers 
ment of soence, » bacon package ther sents 


(Available in Stores in Chicage ond Suburbs Only) 


wondertul— 
its fresh 
when you 

serve it / 


Taste bacon like you've neves tasted before—fresh, absolutely 
rob in Gavor, looks and juicy goodness! Thanks to this 


freshness, the appetizing appearance, the 
even the smoky aroma of fne Armour Star bacon 


sure to ask for Armour Sar Vacswm-Parked Bacon~one 
more exciting Armour innovation ia better esting 


The best and nothing but the best is labeled ARMOUR *® =" 


STARTS. DRIVE—Having successfully tested its mew vacuum-packed bacon in 
five midwestern cities, Armour & Co. used this ad in newspapers in Chicago, 
Dallas, Fort Wayne and Kansas City to introduce the product there. Other 
cities will be added when output expands. Foote, Cone & Belding is the agency. 


Trane Radiators 
to Be Promoted 
in Shelter Books 


La Crosse, Wis.— The Trane 
Company will launch a consume; 
advertising campaign in Octobe; 
to familiarize the public with jt, 
Convector-radiators and stress that 


short of what I wanted,’ Mason 
says, “but it is something, and we 
can fight on from here.” 

The most important fight in the 
immediate future will be an in- 
ternal budgetary struggle over: the 
percentage of 1949 requests which 
are to go for trade practice inves- 
tigations and code writing. 

“Unless there is a big shift away 
from our regular legal division to 
trade practice work, Ill be in 
there fighting, even if I have to go 
to Congress,’ Mason promises. 

“They’ll never convince me that 
we can fight the bad business 
habits by rattling the penitentiary 
bars.” 


Chicago Post Elects 


The American Legion Chicago 
Post No. 170 has elected the fol- 
lowing officers: Herbert Craig, 
Hearst Saturday Home Publica- 
tions, commander; Thomas Dug- 
gan, Moloney, Regan & Schmitt, 
lst vice-commander; Paul Ells- 
berry, Scheerer & Co., 2nd vice- 
commander; Holman Faust, Mit- 
chell-Faust Advertising Company, 
3rd vice-commander; William M. 
Haag, Herbert Bielefeld Studios, 
treasurer; James McAnulty, Al- 
len-Klapp Company, assistant 


treasurer; John J. McCarthy, 
George A. McDevitt Company, 
adjutant, and Walter Kniffin, 


H. W. Kastor & Sons Advertising 
Company, assistant adjutant. 


Walton Rice Mill 
Resumes Advertising 


Walton Rice Mill, Inc., Stutt- 
gart, Ark., miller of WondeRice, 
will launch a campaign using more 


in its war|discontinue and not resume the | than 60 southeastern newspapers 
against unfair trade practices and | violations.” 


starting in October. In November, 
ads will appear in Better Homes 


Whatever the merits of his pro-| left Mason “bloody but unbowed.”|& Gardens, Good Housekeeping, 


gram, the “Old Guard” 


resented | 


He sees the fight entering a new 


the newcomer who washed com-| phase, a day-to-day administra- | 
mission linen before trade groups |tive effort to “sell” the code ap-| 


and Congressional 


committees. | proach for a maximum number of 


Mason, in turn, continued his one-| the hundreds of cases reaching the 
man crusade, going so far as to tell| commission, and particularly for| grain rice, which will be identified 


the Senate appropriations com- 
mittee that he felt the commission 
was wasting its money. 

Not until Mason won public and 
Congressional support was 
majority receptive to any 
from the “hit or miss” 

In his talks 


shift 
system. 


throughout the 


the | 


those cases which have yet to 
enter the legal channels. | 


Ladies’ Home Journal and Mc- 
Call’s. 
In addition to the regular 


WondeRice, which is marketed in 
a blue and yellow package, Wal- 


ton is adding to its line a long} 


by a green and yellow package. 
A third WondeRice package will 


Far from flying a white flag,|be announced later. 


Mason promises to speak out 
is by-passing the trade practice | 
conference program. 

“This statement is certainly far 


whenever he feels the commission | Typographer Moves 


Warwick Typographers, St. 
Louis, has moved to a larger 
plant at 920 Washington Ave. 


DMAA Directors 
Ask Higher Dues 


NEw YorK—The Direct Mail 
Advertising Association, in 30th 
annual convention at Cleveland 
Oct. 23-25, will be asked to ap- 
prove a proposed amendment to 
its by-laws which would increase 
annual membership dues. 

The DMAA’s board of directors 
has, by majority vote, agreed to 
present the proposal to amend 
Section 9 of Article 3 of the by- 
laws to the entire membership at 
that time. Present dues of $25 
a year for supporting member- 
ship, $8 a year for associate mem- 
bership, and $12.50 a year for 
educational membership would be 
revised to $36, $12 and $18, re- 
spectively. 

The proposal will be voted on at 
a general business meeting Oct. 23. 


Ward Products Plans 
Drive for Magic Wand 


Ward Products Corporation, 
Cleveland, manufacturer of radio 
aerials for car and home, will 
launch a campaign this month in 
consumer media for its new line 
of Magic Wand aerials for home 
FM and television receivers. 

Copy in The Saturday Evening 
Post will spearhead the drive. 
Newspaper copy also will be used 
in 20 leading markets, plus a trade 
publication campaign. Burton 
Browne Advertising, Chicago, is 
the agency. 


Names Chirurg Agency 

Yale & Towne Mfg. Company’s 
new heating unit division, New 
York, manufacturer of electrical 
heating units for home appliances 
and industrial applications, has 
named James Thomas Chirurg 
Company, New York, to handle 
its advertising. 


Makes First Stock Offer 


Public offering of 102,000 shares 


of Jahn & Ollier Engraving Com- 
pany, Chicago, $1 par value com- 
/mon stock has been made by Sills, 
‘Minton & Co. and _ associated 
| underwriters. This was the first 
|public offering of stock in the 


‘company’s 45 year history. 


Tor! 
they offer “Luxury heating fol graw: 
every home at a budget price.” part 

The schedule calls for two-color fi Foun 
pages in shelter publications, in. pe nz 
cluding American Home, Bette ing F 
Homes & Gardens, House & Gar. have 
den, House Beautiful and Smal Th 
Homes Guide. be sp 

The buying public is not tof cjatic 
familiar with the Convector.fand~ 
radiator method of heating, al-M adve 
though such a system has been inf y. S 
use on a custom-built basis for al four 
score of years. Consequently, thei tiona 
new campaign will emphasize the grou} 
theme, “Luxury heating for every jn pr 
home at a budget price.” Price peen 
will be featured as an important Th 
factor, with the claim that it costs taker 
less to install Trane Convector-J jt is. 
radiators than old-fashioned ironfHthe | 
radiators. tising 

Start With Trade Campaign vo 

The magazine ads will show ag 
how Trane radiators produce nat-H pro j¢ 
ural convection currents of heated 
air and augment it with “‘just the 
right amount of sun-like radiant Th 
heat.” Their beauty will beg sest 
stressed, since Convector-radia-(™m act! 
tors can be recessed into the wall ™2”: 
and finished to harmonize with Ss 
surrounding surfaces. TI 

Distribution through plumbing Adv! 
and heating jobbers has already ‘he ! 
been set up nationally, and tyinggm le! } 
in with the campaign will be a ABC 
supplementary program in tradegm orc! 

|publications reaching builders 8° 
contractors and plumbing andj ™@" 
heating wholesalers. and 

Trane will employ an eight-™mPetl 
page insert in September issues off @S¢ 
Domestic Engineering, Heating 4g ™S" 
Ventilating and Heating, Piping é T 
Air Conditioning, featuring its en- offe: 
tire line of heating equipment anijm “"¢ 
heating systems. Mention  alsogmT®s¢ 
will be made of the Trane cooling i °®Y 
and air conditioning products and 
systems. Copies of the two-colorfi§ Be: 
insert also will be mailed to cus-¥% ]G, 
tomers and prospects, to archi- B 
tects, engineers and contractors, ada 
and will be included in the house#j),,), 
organ, “Weather Magic.” 194 

Cramer-Krasselt Company, Mil- HJ nu, 
waukee, handles the account. ~ 

ea 
Wwol 
Esso Newspaper Copy §: 
Plugs Employe Benefits §** 

Standard Oil Company of New car 
Jersey will use New Jersey daily f 
and weekly newspapers during J shc 
September for a series of four## lea 
1,000-line advertisements describ- jj H- 
ing “the benefits its employes en- 3 Pr 
joy.” The company has two majo! # be 
refineries in the state—in Linden pa) 
and Bayonne—and will extend thei me 
campaign to 17 other states in the 
Esso Marketers area (Maine ‘i Dp, 
Louisiana). 

The schedule calls for the ads Dy 
to appear a week apart, beginning 
with the afternoon papers of Sept i ap 
2 and the morning papers of Sept y, 

3. McCann-Erickson, New York. pa 
handles the account. mé 
Crown Mills Plans Drive @ 

Crown Mills, Inc., Portland », 
Ore., will launch a new 10-monUm® |; 
advertising campaign, starting 
month. Newspapers. throughoUll p, 
Oregon and Washington ve re 
carry the basic campaign, W!"H to 
radio, outdoor posters, dash carOR® & 
and trade publications also bel5a% S, 
used. Richard G. Montgomery °™@ is 
Associates, Portland, handles ¢% in 
account. fi 
Nash to Air Football f 

Nash Motors division of Nash 
Kelvinator Corporation will spoo9® P 
sor broadcasts of this season sym 
gridiron schedule of the Univer R 
sity of Detroit over WJBK, De @ ° 
troit. ' 
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Canadian Ad 
Research Unif 
to Be Formed 


ToroNTO—Plans are now being 
drawn up for Canada’s counter- 
part of the Advertising Research 
Foundation, which probably will 
be named the Canadian Advertis- 
ing Research Foundation and will 
have its headquarters here. 

The Canadian organization will 
be sponsored jointly by the Asso- 
ciation of Canadian Advertisers 
and the Canadian Association of 
Advertising Agencies, much as the 
U. S. foundation is backed by the 
Four A’s and Association of Na- 
tional Advertisers. Both Canadian 
groups have approved the idea 
in principle, and a committee has 
been named to work out details. 

The first survey to be under- 
taken by the Canadian foundation, 
it is expected, will be on behalf of 
the Canadian Street Car Adver- 
tising Company. R. Gordon A. 
Galbraith, vice-president, has in- 
dicated that the company is ready 
to offer its medium for the first 
project. 

Plans Delayed 


The Canadian plan was sug- 
gested about three years ago, but 
action was delayed because so 
many advertising men were en- 
gaged in wartime activities. 

The Association of Canadian 
Advertisers says the sponsors of 
the foundation expect it to “paral- 
lel in reliability the work of the 
ABC on periodical and newspaper 
circulation.” Among its advan- 
tages, they believe, will be elimi- 
nation of expensive duplication 
and of conflicting claims of com- 
petitive research “which tend to 
discredit the whole field of adver- 
tising research.” 

The Canadian foundation will 
offer itself as a neutral agency 
through which media can channel 
research work and, in return, re- 
ceive a validation of the findings. 


Best Foods Releases 
1947-48 Campaigns 
Best Foods, New York, will 


Four Form Agency 


Four southwestern advertising 
men have formed Collins-Cusick- 
Schwerke & Wild, advertising 
agency, in the Transit Tower, San 
Antonio. Luke Collins, for 18 
years advertising manager of the 
International Shoe Company, St. 
Louis, will be account executive 
and director of national activities; 
C. R. Cusick will direct merchan- 
dising procedure; Norman D. 
Schwerke will be general man- 
ager, and Gus J. Wild will be art 
director. Radio production will be 
under the direction of Tom Rey- 
polds. 


Appoints Neiman 

The Radio Parts & Electronic 
Equipment Shows, Inc., sponsor 
of the electronics industry’s an- 
nual national exhibit, has named 
the S. I. Neiman Organization, 
Chicago, as its public relations 
counsel. The 1948 show will be 
held the week of May 9 at the 
Hotel Stevens, Chicago. 


ine 


Lamm Plans Campaign 


Lamm Brothers, Inc., Baltimore, 
manufacturer of Gleneagles top- 
coats, raincoats and slacks, will 
launch the biggest fall advertising 
schedule in its history. Sunday 
magazine and roto section adver- 
tisements totaling 47 insertions be- 
tween Sept. 7 and Nov. 23 will ap- 
pear in the New York Times, Chi- 
cago Tribune, Philadelphia In- 
quirer, Atlanta Journal, Pittsburgh 
Press, Washington Star and Louis- 
ville Courier-Journal. Dealer 
helps will also be used. Henry J. 
Kaufman & Associates, Washing- 
ton, is the agency. 


Bussman Moves to NY 


Amos G. Bussman, vice-presi- 
dent in charge of sales of the 
Wickwire Spencer Steel division 
of the Colorado Fuel & Iron Cor- 
poration, has reestablished his 
headquarters in New York after 
conducting sales activities from 
the Buffalo office for nearly a 
year. 


Joins House & Leland 


Frank Kreutz has been ap- 
pointed assistant production man- 
ager of House & Leland, Portland, 
Ore., agency. The agency has been 
named to handle the advertising 
of Albert Products Company, 
maker of Royal Flush beverages, 
and Ann Palmer Bakeries. 


CAR CARD ADVERTISERS! 
FREE | SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


Guild 


“|LSINCE 1899 || 


“Tell us aboutyour 
offer and we will ¥ 
recommend suit- — 
able tists: Bs. - 


im 


Ostriches do gobble up pebbles and gravel, just as 


bined circulation. 


THE OSTRICH CAN DIGEST IRON NAILS 


HE BELIEF in that nonsense has caused the death 
of hundreds of ostriches in zoos. 


But perhaps the best evidence is in the sales slips 


sea son > 
the Univer 
WJBK, De 


schedule advertising campaigns on 
behalf of five products during 
1947-48. A full color drive for 
Nucoa margarine will appear in 
Sunday newspaper supplements in 
leading cities and five national 
women’s magazines. The program 
also includes outdoor posters, a 
leen-age magazine schedule, and 
professional and business paper 
campaigns. 

Advertising on behalf of Shinola 
shoe polishes will appear in 31 
leading magazines. Advertising for 
H-O oats, Cream Farina, and 
Presto Self-Rising cake flour will 
be concentrated in daily news- 
Papers in eastern cities, supple- 
mented by car cards. 


Parke, Davis Maps 2nd 
Drive Through Y&R 


Parke, Davis & Co., Detroit, has 
appointed Young & Rubicam, ‘New 
York, to handle a national cam- 
paign on behalf of retail phar- 
Macists, effective Jan. 1. The ap- 
bointment is in addition to the 
ompany’s “See Your Doctor” 
ampaign, which has been pre- 
pared by Young & Rubicam for 
15 years. 
The company’s advertising in 
Professional journals and its di- 
rect mail activities will continue 
. be handled by L. W. Frohlich 
& Co. and Breese, Enloe & Elliott- 
nth, respectively. K. E. Shepard 

Placing the company’s animal 


ind istry advertising in the farm 
d. 


loins Montgomery 


Marvin E. Knudson, formerly 
he duction manager of Allen, 

naghen & Smith, has joined 
“chard G. Montgomery & Asso- 


“lates, Portland, Ore., in the same 
apacity, 


canary birds consume sand, to aid their gizzards in 


grinding food. But digest nails? No! 


Ostriches are stupid birds and will swallow 
almost anything offered them. But business execu- 
tives who buy newspaper advertising space are wise 
birds. Yet it is amazing what nonsense they will 
swallow. 


There is the duplication myth, for instance. It 
runs something like this: The News and the Mirror 
are both tabloids. Therefore, they are read by the 
same people. Therefore, if you advertise in one, you 
don’t need the other. 


That nonsense, of course, cannot be proved. But 
in a city where there are no carrier boys and there- 
fore no home-delivered newspaper circulation, it is 
pretty hard to disprove by survey methods, espe- 
cially when the papers involved are the two largest 
in the country. 


Yet every bit of evidence we can collect shows 
that the duplication between the Mirror and any 
other newspaper is just what a reasonable person 
would expect—roughly proportionate to the com- 


NEW YORK MIRROR 


of department store advertisers. If there were any 
serious duplication between the Mirror and the 
News, it would show up there. Let us look, for in- 
stance, at Gimbels’ advertising in June. They used 
63,000 lines in the News and 61,000 lines in the 
Mirror. Of this, 24% was identical—same goods, same 
prices, same copy, same layout. Of the identical 
advertising, 80% appeared in both papers on the 
same day. 


Evidently Gimbels’, with an eye on the sales slips, 
is not worried about duplication. Gimbels’ uses the 
two papers to reach more people—not to reach the 
same people twice. 


They know that, per dollar expended, they reach 
more readers in the Mirror than in any possible com- 
bination of smaller papers, and that is plain, com- 
mon, good sense. 


They are not confused by myths, because their 


sales slips show clearly the relationship between 
costs and results. 


The Mirror's circulation is now 1,055,000 daily 
and 2.202.000 Sunday. L. M. Clark studies show 
readership of 2.57 per copy. 
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POSITIONS WANTED 


POSITIONS WANTED 


SPACE SALESMAN—unusual sales 
record '46 & '47 managing two out- 
standing Trade papers. Present set- 
up limits scope. Desire change where 
hard effort results are appreciated. 
Familiar industrial, fashion & con- 
sumer fields. Over 10 years sales 
promotional background. Ability 
discuss advertising conjunction mer- 
chandising sales with top manage- 
ment. Age 34—married—college. 
Box 9107, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING EXECUTIVE— 

Ready for “top-flight” position. 
Former “Acceunt Executive 4-A 
Agency—present Ady. and Sales Pro- 
motion Manager national mfgr. in- 
dustrial electrical apparatus. Sub- 
stantial experience, copy, production, 
media, markets, sales training. 
Imaginative, energetic, pleasing per- 
sonality. Will consider Agency or 
Manufacturer. 

Box 9109, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Copy that sells my specialty. Free 
lance. Wide exper. medical, food, 
publ. fields, incl. direct mail. 
Box 9110, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING-SALES PROMOTION 
MANAGER 17 yrs. as salesman, sales 
promotion megr., advertising mer. in 
food and drug. Experience also in- 
cludes copy testing, market research, 
new product development. Happy in 
an office or out in field. College, 39, 
married. About $7500. 
Box 9115, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


SALES PROMOTION 
Aggressive, personable young man 
of 33 doing sales promotion and di- 
rect sales work for a nationally 
known lithographer wants to locate 
permanently as _ sales promotion 
manager or advertising manager of 
a growing busy organization. Years 
of point of sale and outdoor adver- 
tising experience has proven sound 
creative ability. Not a “scatter- 
brain hotshot” but a steady thinker 
and hard worker to whom a sixteen 
hour day is not a thing of horror. 
Practical knowledge is backed by 
formal education in marketing and 
advertising. Present position held 
since 1936 except for time in Army. 
Reason for desiring change is lack 
of activity and curtailed earnings 
due to overscheduled production. 
Require minimum of $7200 annually. 
(Advertising production knowledge 
and contacts could more than pay 
salary.) Write for further details. 

Box 9108, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Il. 


HOMEFURNISHING COPYWRITER 
Ambitious young woman with 3% 
yrs, copy and production experience 
in large department store now seeks 
agency spot or assistant manager- 
ship. Has creative layout ideas. 
Box 9113, ADVERTISING AGE 
100 E. Ohio St., Chicago 11,dll. * 


SALES-SPACE OR SERVICE 
Exp. Sales, Market Res. 4A agency. 
Personnel, College Graduate, 29, 
Wants sales spot. 

Box 9114, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING SALESMEN 


EARN $5,000 TO $25,000 ANNUALLY 


. . « sell this newest most 


sensational advertising sign 


Multi-Color 


MOVING LITE 


Electric Display 


Animated, scintillating motion without mechanical action— 
No motors—no gears—no moving parts. It is bound to revo- 
lutionize the neon industry. Protected by U.S. and foreign 
patents. An opportunity of a life time for big earnings. 


Write today for particulars. 


OHIO ADVERTISING DISPLAY COMPANY 


Ohio Bidg., Pearl Street 


Cincinnati 2, Ohio Pad 


POSITIONS WANTED 


Versatile 
tion man, 


SALES PROMOTION 
Advertising -Sales-promo- 
88, married, will spark 


your organization with solid selling 


| ideas. 
supplementary 
phone IL 7-6018 


merchandiser, 
ta -|} photographically skilled—can create 


Salary $8000. Check these 
talents, then tele- | 
(N.Y.) or mail ap- | 
pointment notice below: copywriter, | 
technically inclined, | 


ja line of photographic products. 


| 


CLIP HERE - - - 
Box 9104, ADVERTISING AGE | 
330 W. 42nd St., New York 18, N. Y. | 


BOG. WG 5 vaadate to 2 Sere (Hour) 
Se err e Pa ee: PR Eso ix és (Address) 
Shad SUA ec key aa< helt Sama eee (Name) 


Advertising 
Account 
Executive 


Medium-sized, long-established 
advertising agency located in 
Cleveland, Ohio, with clientele 
consisting mostly of manufacturers 
of hard goods, has unusual busi- 
ness opportunity for account ex- 
ecutive who controls two or three 
accounts, having total billings of 
$60,000 or more, either hard or 
soft goods. Congenial environ- 
ment, complete facilities for han- 
dling all phases of advertising, 
except radio. Salary and commis- 
sion. Your reply will be held in 
strictest confidence. 


Box 6805, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


Look! ! 


Publishers & Representatives—Who Need a 
Chicago office, tel. and Servicing of Accts., 
or/and PART or COMPLETE REPRESENTA- 
TION in Chicago. 
Successful Rep Organization 
Magazines can do a job for you 
or Fee Basis 
6808, ADVERTISING AGE 
100 BE. Ohio St., Chicago, Ill. 


with Quality 
Commission 


SECRETARY 
AVAILABLE 


Experience includes four years as secy. 
and asst. to national advertising dept. 
managers of metropolitan newspa- 
|| pers; 6 years magazine advertising 
and production. Age 29, personable, 


| 


| 
| 
| 
| 


| who can 


} 
| 
| 


| 


| 


| 


| 
| 


Space Salesman New England Area 
Have successful record in Newspaper 
and Agency, also radio background. 

Box 9117, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 

ADVERTISING MANAGER 

Do you need a man to do a complete 
advertising and sales promotion job? 
Plenty of ability, experience in all 
phases advertising. Employed now, 
$8,000 bracket. Desire change with 
responsibility and future. Chicago 
or vicinity preferred. 

Box $111, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


HELP WANTED 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 
Sales Promotion Manager Wanted 
Another key position is open in the 
South's fastest growing trade publi- 
cation organization. Man must have 
ideas, creative ability and thorough 
knowledge advertising and _ sales 
promotion. Must be thoroughly ca- 
pable of writing copy, creating and 
producing folders, bulletins, sales 
letters and all kinds promotion ma- 
terial. Write giving complete details 

and salary expected. 

Box 9098, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. 
FRED J. MASTERSON 
Advertising & Planning 
Personnel 
Placements of all types with leading | 

organizations | 
185 N. Wabash Ave., Chicago 
A Catalog Advertising Manager | 
take charge of a growing | 
department and publish a catalog | 
that sells! Big organization ... ex- | 
cellent facilities ...no salary ceil- | 
ing for the right man. Must have) 
comprehensive knowledge of layout, | 
art work, production—and the ex- | 
perience needed to develop the mer- | 
chandising plans of a top level} 
buying staff into productive adver- | 
tising by mail. Mail Order or chain 
store experience favored. Give full 
particulars in first letter, which will | 
be treated confidentially. Write to:| 

Box $102, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 

RETAIL COPY WRITER 
TO TEACH ADULT CLASS 
IN RETAIL COPY 

Somewhere in Chicago. territory 
there must be an experienced retail | 
copy writer who welcomes an op- 
portunity to teach a limited group 
of adults how to write retail copy. 
Course offered by one of Chicago’s | 
leading universities one night a/| 


ly. Preference given to male retail | 
copy writer with at least a college 
degree. State academic training, 
business experience, present retail | 
connections and age 
Applications held in strictest confi- 
dence. Address: 

Box 9106, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I11. 
MONARCH PERSONNEL 
Advertising—Graphic Arts 
National Coverage 
Agencies in 38 Cities 
28 E,. Jackson Blwd., Chicago 4, Ill. 


An alert industrial space salesman 


in Chicago can earn $300.00 per 


month on part-time basis, straight 
commission, representing 15 year 
old leading industrial magazine. 


Write in detail to: 
Box 9105, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


COPY AND LAYOUT MAN 
Established medium-size Chicago 
agency with good list of accounts 
needs versatile, creative copy and 
layout man for publication and di- 
rect mail advertising. Must know 
production thoroughly. This is a 
fine opportunity for all-around man. 
Write giving complete background. 
Replies confidential. Our organiza- 
tion knows of this advertisement. 

Box $116, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 111. 


competent. Seeking responsible posi- 
tion with top flight adv. mgr., acct. 
executive or space buyer in Chicago. 
Salary $65 per week. 


Box 6806, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


SALESMEN 


Extra Money 
for Christmas! 


Quality gift item that sells 
easily to industrial firms as 
gifts for employees, customers 
and friends can bring you big 
profits between now and 
Christmas. Need not interfere 
with your present line. Write 
for details. 


Box 6804, ADVERTISING AGE 
100 East Ohio St., Chicago II, Ill. 


| REPRESENTATIVES WANTED 
|Publishers Representative wanted 
for middlewest by national maga- 
zine in field of trade shows and ex- 
hibiting. Commission basis. Give de- 
tails of experience and present con- 
| nections Write Box 474, Detroit 
(31), Michigan. 


MISCELLANEOUS — 
FOREIGN TRADE 


Confidential reports, rate and data, 

copy and cireulation checks. Cover- 

ing Rio de Janeiro, Sao Paulo, this yr. 
Box 9103, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 
SPACE AVAILABLE 
Ample space for two free lance art- 
ists—sumptuous space for one, Best 
location, north light 
Box $112, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Your Advertising Manager? 
Account Executive age 39 now employed 
in large National Advertising Agency, 
previously Advertising Sales Promotion 
large National Mfr., believes himself un- 
usually well qualified to head up Adver- 
tising Dept. for Mfr., preferably Con- 
sumer Goods. 

Box 4802, Advertising Age 
330 W. 42nd St., NYC 


| newspapers. 


/are sick abed, and feelin’ sort of | 


| well card to change their point of 


in applying. | 
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PLAN NEWSPAPER DRIVE—Executives of Gibson Art Co., Cincinnati, check 

final plans for a year-round newspaper campaign with Harold E. Christiansen, 

left, president of Christiansen Advertising Agency, Chicago. The others, left 

to right, are Anson C. Fry, Gibson board member; Robert H. Stoddard, vice- 

president and sales manager; Lee Greenwell, ad department art director, and 
A. G. Anderson, director of advertising and sales promotion. 


Gibson to Break WNBC’s ‘Hi Jinx,’ 
Largest Greeting WCBS’ M. Arlen 
Card Campaign Lure Sponsors 


CINCINNATI — Gibson greeting New Yorx—Ohrbach’s clothin 
: P — g 
cards will get their greatest push | tore here has signed as sponsor 


when the company opens a 40-in-| 4 15 minutes of WNBC’s “Hi 
sertion drive Sept. 17 in 123) jinx» program Monday through 
Friday and for the full 30 min- 
utes on Sunday. 

The 52-week contract, which 


Scheduled to continue through 
52 weeks, the campaign is almost} 
double that of the past year, when | was handled through the Grey 
Gibson used 66 newspapers. The | Advertising Agency, begins today. 
140-line copy features a cartoon! Another bit of new business was 
character called “Gibson Art” and set last week by NBC’s key sta- 
a catch verse which plugs the use| tion when Benson & Hedges 

f various types of greeting cards. | bought “Parliament Room,” a new 

A typical verse by Phil Stack | 15 minute musical program, to be 

shows how Gibson Art Company | heard Wednesday at 7:30 p.m, 


boosts the use of greeting cards in through Kudner Agency, starting 
general rather than its own line Sept. 23. 


specifically: “When your friends Meanwhile, Columbia’s key sta- 


tion, WCBS, picked up seven new 
sponsors last month, five of them 
as backers of Margaret Arlen’s 


view!” |chats. (Monday through Satur- 
The company’s own sales story, | day, 8:30-9 a.m.). 


stressing quality, is summed up in | 
each ad with the sentence: “When | 
you send a Gibson greeting card, | 


blue, there’s nothing like a get- 


7 Sponsors Listed 
New advertisers signed for Miss 


week: class period two hours week-| your friends know you sent the! Arlen’s show include: 


finest.” A reverse logotype is used| Sells Specialties, three partici- 
to strengthen brand identification. pations per week, through Blaker 

Gibson feels that its continuous! Advertising Agency. 
advertising creates more greeting| Ziffy Company, two participa- 
card sales than insertions de-| tions per week, through Martin & 
\signed merely to boost holiday | Andrews. 

/sales, and at the same time aids in| Wilbur-Suchard Chocolate Com- 
\impressing the consumer mind|pany, participating three times 
that “Gibson means quality.” | weekly, through Badger and 
| Dealer kits contain tie-in ad| Browning & Hersey. 

|mats, point-of-sale display cards,| S. O. S. Company, participating 
|/window streamers and spot radio | six days a week, through McCann- 
| announcements. | Erickson. 

| Christiansen Advertising Rosedale Knitting Company, 
| Agency, Chicago, directs the ac-| three times weekly, through Duane 
| count. Lyon, Inc. 

In addition, the Kaiser - Frazer 
_Corporation, via Swaney, Drake & 
. Ps, Bement, signed for five participa- 
Margarine Association | tions weekly on “Hits ins Misses,” 

Modane Marchbanks has re-| WCBS musical quiz. Great China 
signed as executive director of the | Food Products Company, through 
National Peanut Council, Atlanta,| Sorensen & Co., bought participa- 
| to become head of the consumer | tions twice weekly on Arthur God- 
|service department for the Na- | frey’s show and once weekly on 


re ‘ Pe ° 
tional Association of Margarine | 
Manufacturers, New York. | the Harry Marble program. 


| At the margarine association, | Peay -T"- 
her work will be coordinated with Epstein Names Raidér 
that of Publicity Associates, New | : arly 
| York public relations counsel to| Rhoda Bandler Raider, formerly 
“part : .- |radio copy chief of Kal, Ehrlich 
the association, in an expansion : : onc 
of its educational program & Merrich, Washington agency, 
| Pp . hes been appointed radio director 

ae |of Alvin Epstein Agency, Wash- 
Dr. Pepper Names Green J ington. 

Leonard M. Green, formerly a ' kn tee | . 
sistant sales manager for mid-| Wright Joins Sterchi 
western states of the Texas Com-| Sterchi Brothers, Inc., Knox- 
pany in Chicago, has been named | ville, Tenn., retail furniture chai? 
| vice-president of Dr. Pepper Com-| with stores throughout the South 
pany, Dallas, in charge of com-|has appointed Wilbur A. Wrig"' 
| pany-owned bottling plants. assistant to Don Kennett, adver- 

——————__—_ tising-publicity director. 


Cartwright Retires 
Charles M. Cartwright has re- 


Marchbanks Joins 


| 
Appoints Hodgens 

Thomas J. Hodgens has been 
'appointed sales manager of the 
Admiral division of United Dis-| tired as editorial head of Nationa! 
tributors, Inc., Boston. He will| Underwriter, Chicago. He had 


| direct the sales of refrigerators,| been with the publication since 
|radios and ranges. 1899. 
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iqueeze Bottle 
lus Deodorant 
ake Great Team 


(Continued from Page 1) 


nd, more recently, Boston and 
Jew York. 


he device is marketed for $1.25 


eodorant. 


pnier, who discovered the chem- 


Good for an average of 700 or 
00 spray applications per bottle, 


y Jules Montenier, Inc. The Chi- 
ago company claims it will out- 
Lst two jars of competitive cream 


Alert, soft-spoken Jules Mon- 


permit a fine spray to emerge 
when the bottle was squeezed. He 
tried 50 different designs, took out 
two patents which, he says, “are 


For a time, production diffi- 
culties limited the number of 
units available, but the company 
is now expanding market by mar- 
ket, and expects to have national 
distribution by the first of the 
year. When that time comes, Earle 
Ludgin & Co. will place ads in 
women’s magazines, and step up 
cooperative promotion. 

For a change, the active Dr. 
Montenier can relax, lean back in 
his swivel chair at 417 N. State 
St., and smile—but the smile only 
conceals ideas and plans for mar- 
keting other products in the same 


uninfringable,” and decided on a| 
single hole in the top of the bottle. | other name show. 


CBS’ Bob Hawk 


Moves to NBC 


New YorK—CBS has lost an- 


Effective Oct. 2, Bob Hawk 
moves to NBC in the spot last 
year occupied by Abbott & Cos- 
tello (Thursday, 10-10:30 p.m., 
EST). However, the R. J. Rey- 
nolds Tobacco Company has re- 
served as much time this year as 
last on CBS. 

Screen Guild Players, which 
was dropped as too expensive by 
Lady Esther, will be aired for 
Camels over Columbia Mondays 
at 10:30 p.m., starting Oct. 6. In 
addition, Reynolds sponsors two 
other CBS shows—Vaughn Mon- 


'Two Name Burton Browne 


Burton Browne Advertising, } 
Chicago, has been named to direct | 


the advertising of Cullman Wheel 
Company, Chicago, manufacturer 
and marketer of power transmis- 
sion machinery, and H. B. Rouse 
& Co., manufacturer of mechan- 
ical equipment for printing estab- 
lishments and its second division, 
metal cutting machinery. 


3 Name de Sauve-Pine 


De Sauve-Pine & Associates, 
Providence, R. I., has been named 
to handle the advertising of 
Lobello Spring Water & Soda 
Company, using radio; Albright 
Motors, using newspapers, radio 
and direct mail, and Franklin 


Glass Company, using newspapers , 
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and direct mail. All are located 


in Providence. 


roe and the “Grand Ole Opry,” 
both on Saturday night. All shows 


4], designed the bottle and pack- plastic container—Stopette is but 


; i ash OUR 
anes ge, and heads up the distribution | the beginning. are through William Esty & Co. Put Y ET 
De. we Biopetm. Bes wens ees —_—_—— scnbtaieniiaatiilnes OFF Ss iN G 
d, vice. Ag Shomistty and » ure, | Agency Net Meets Opens Raleigh Branch PRINT , 
tor, and Zz ms foe Oee San at the Unie The First Advertising Agency! Agricultural Advertising & Re- Into the Hands © 
te ty of G h bright | 8TOUP will hold its annual na-|search, Inc., Ithaca, N. Y., has Craftsmen 
——— Mersity of Geneva, he saw a Drignt|tiona) conference at the Hotel|opened a branch office at 805 Se el 
’ ture for odor killers, if the|Schenley, Pittsburgh, Sept. 15-17.| Raleigh building, Raleigh, N.C. | ~~ i 
1X, bugs” could be eliminated. 
Deodorant sales seemed to have 
=n ached a plateau when he began 
xperimenting with methods to 
: liminate the irritation which 
clothing ade many of them intolerable to “- 
out 25% of the people. It seems P , 
a a ret be ti chloride, the prin- Says Percival Stern, President of Auto-Lec Stores, Inc., 
through pal ingredient, must be kept in 
— min- acid solution in order to keep 
from breaking down, and the 
which (ed irritated people who used it. al “1 
he Grey Introduced His Own Product l e = CCal ] Se ote 
Sg Dr. Montenier first tried other 
key pe luminum compounds, but gave 
Hedges gre™ UP a8 prospects one by one. "It's youthful zest for progress is backed by sound manage- 
1 a ae ome way, he reasoned, would : ; é 
im. to be 2¥e to be found to absorb the ex- ment and good old-fashioned integrity. At home, we rely on 
90 p.m, ae 21d. Ure and acetamide did the Item to keep us well-informed -- and no day would be com- 
starting We job, he found, and he promptly 
in 1937—took out three patents, +. plete without our favorite 
hich were licensed to established 
“so pa odorant manufacturers. Mean- Item features. 
rae them hile, however, he introduced his 
: Arlen’s "= deodorant pads and cream. "The Item's 'bill of fare' 
’ He was still dissatisfied. Odor 
h Satur- h d hi 
estroyers, he felt, should not have } assures thorough readership - 
Db be applied with the fingers— i Ss 
a ey ought to be liquid so that and that include 
| for Miss Mey Could be sprayed on the body. the ads. For years, 
series of atomizers was tried, I h b ; 
© partici- ft Dr. Montenier found them all the Item has been in 
gh Blaker #PSatisfactory. a top spot on our ad- 
The answer came from an un- ae 
participa- erected source. Early in 1941, vertising schedule." 
Martin & M° British imperial dye trust 
pme up with a_ revolutionary 
late Com- ermoplastic material called poly- 
‘ee times eYiene. It was porous, but re- Auto-Lec Stores feature Cham- 
dger and stant to water, alcohol, _hydro- pion Spark Plugs, Filter —— 
uoric acid and all metallic salts. Vacuum omg ee pit Fish- 
ticipating PUY minerals and essential oils =~ A cy a the pare rpedee 
“McCann- 9fld leak through. What’s more, besads. 
was flexible, even at below- 
Company, f° ““mperatures. 
igh Duane One Problem Solved 
; The armed forces kept it under 
me = Frazet raps during the early part of 
7, Drake & He war, but later, when Du Pont 
participa- Hind Bakelite produced it under 
id Misses, tense from the British, Dr. Mon- 
reat China Binier saw in it the answer to his 
y, through Bitoblem. Here was a substance 
Ga. nich, in bottle form, was un- Reader Acceptance: Largest evening circulation in Louisiana (92% 
‘thur Goc- Biteakable even when stepped on, ‘i ; , 
weekly 00 Hind could be kept in an oven at concentrated in the New Orleans market--growing steadily) 
am. 0° F. for 30 minutes without . 
: formation. Advertising Acceptance: Nearly 12,000,000 lines carried in 1946. 
‘idér Other problems remained, how- 
+, formerly §§': One of the most important 
al, Ehrlich #* developing a top which would 
m agency, =, 
io ges { 
- NOTICE Your NEW ORLEANS 
chi QUICK FROZEN FOODS , 
_ now reaches 11,000 pack- N S 1] F 
ic., Knox wre ' P W 
iture chain ers, distributors and locker e€ e Ing Orce 
the South, Operators each month. . 
A. Woe Bh (Tops in the field, | in New Orleans 
r. 't carries by far the most 
advertising lineage, and 
S is the only ABC member 
tht has re- serving the entire indus- 
of Nagar try, SAW YER-FERGUSON-WALKER CO., q RALPH NICHOLSON, PRESIDENT AND PUBLISHER 
ation since [52 Wall Street, NLY., N.Y. NATIONAL REPRESENTATIVES a 
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ex Watson-Stillman 

J. K. Rector, formerly assistant 
|advertising manager of E. 

Ea ee moe | Bliss Company, has joined Wat- 

mount, cut out, etc., and install complete jj | SON- -Stillman Company, Roselle, 

display in your booth within 24 to 36 hrs. |N. J., manufacturer of hydraulic 

Fred Mees, Bindery 506 N. STATE | machinery and mill distributors’ 

' 


TE ST. 
CHICAGO10,ILL. 7 |, oducts, as advertising and sales 
promotion manager. 


-- A SPECIALIZED GROUP 
THOROUGHLY TRAINED IN 
DEALER-CONSUMER PSYCHOLOGY 
- - COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
--TO0 PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 


Bendix Says 17% 
Buy lts Washers 


Because of Ads 


650,000 '47 Output 
Expected; Training 
Method Changed 


Soutu Benp, Inp.—Bendix Home 
Appliances, biggest advertiser in 
the washing machine industry, has 
“sold” only 17% of its prospective 
automatic washer purchasers 
through its advertising. 

This disclosure was made at a 
four-day meeting of Bendix ex- 
ecutives and distributors here, at 
which plans for a $1,000,000 maga- 
zine drive, $5,000,000 co-op adver- 
tising campaign and _ $1,000,000 
dealer-distributor sales contest 
were outlined (AA, Aug. 25). 

Harlow K. Lyons, director of 
distribution and market research, 
reporting results of a consumer 
survey, declared that the influence 
of previous owners and store dem- 
onstrations account for nine- 
tenths of Bendix automatic washer 
sales. Seventeen per cent of the 
prospective purchasers of Bendix 
washers are influenced in their 
decisions by Bendix advertising, 
according to a Dun & Bradstreet 
survey reported by Mr. Lyons. 


34% Prefer Bendix 


He said the D&B and Bendix in- 
vestigations show that 56% of 
families planning to buy washing 
machines will buy the automatic 
type; 48% will buy washers; 34% 
of those who plan to buy a washer 
want the Bendix machine, and 


preference for Bendix is 45% 
among the will-purchase group 


CIRCULATION 
Now 

cany 147,308 
sunvay 161,002 


A.B.C. Publisher's 
Statement, 
March 31, 

1947 


Oakland. Tribune e 


ahavcratre 6 


LLIAMS, LAWRENCE & CRESMER a 
Including Sunday M 


who name a preferred brand. The 
studies also show, he said, that 
nearly half the prospective buyers 


are in the low income group. 


dustry.” 
were: 
type and 8.6% 


in washer sales; 


“At no time in the history of 
the major appliance industry has 
any company been able to claim 
the same degree of brand prefer- 
ence which we currently are en- 
joying,” Mr. Lyons declared. “This 
factor has given us a clearly-de- 
fined leadership in the washer in- 


Other survey results reported 
91.4% of families owning 
washers have the conventional 
the automatic 
type; Bendix is now in fifth place 
of 21,676,000 
washers in use, 13.7% are more 
than 15 years old, 21.7% 11 to 15 
years old, 34.6% six to 10 years 
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years old. Nearly three out of 
four prospective buyers expect to 


Mr. Lyons told distributors that 
the research studies point to a 
plan of action entailing “using the 
user,” store demonstrations and 
“real selling.” 


Tells Output Hopes 


Bendix’ current production in- 
dicates a 1947 total of 650,000 
washers, W. F. Linville, general 
sales manager, revealed. He pre- 
dicted that the $1,000,000 contest 
for dealers and distributors will 
sell 200,000 washers between Aug. 
1 and Dec. 13. The company also 
expects to make 100,000 gas dryers 
and 50,000 electric dryers—with 
a retail value of $34,000,000—in 
the next 12 months. 

Unveiled for distributors was a 
“standard” model of the Bendix 
automatic ironer—as yet unpriced. 
A deluxe model went into produc- 
tion earlier this year. 

Helen W. Kendall, household 
equipment editor of Good House- 
keeping, complimented Bendix 
officials and the distributors for 
“a fine piece of pioneering” in 
selling 1,000,000 automatic wash- 
ers in seven years (omitting the 
war period). She declared it 
seemed “hardly possible that it 
was only 10 years ago that this 
revolutionary labor saving appli- 
ance was born.’ Consumer re- 
sistance to automatic washers is 
growing smaller, Mrs. Kendall ob- 
served, and the “No. 1 job now is 
to teach the proper use of the 
automatic washing machine.” 


Revises Training Program 


Judson S. Sayre, president, 
pointed out that it took 19 years 
for the electric refrigerator in- 
dustry to sell 1,000,000 units, 13 
years for the electric range in- 
dustry and 12 for the conventional 
washer industry. That Bendix has 
sold 1,000,000 units, he = said, 
“means that one out of 35 homes 
has a Bendix automatic washer” 
and “such an accomplishment has 
never been reached” by another 
appliance maker in a_ similar 
period. 

A. C. Olander, director of sales 
training, reported that best sales 
records had been set by distribu- 
tors who carried out the most 
thorough sales training. He an- 
nounced a “grass roots” training 
program for 20,000 retail sales- 
men. A four-month drive open- 
ing Tuesday will be directed by 
200 wholesale salesmen on a per- 
son-to-person basis, a departure 
from the previous method of 
training retail salesmen in groups 


page 
ads will appear Sept. 14. Citing g 
trade in their old machines. “typical metropolitan territory” as 
an example, he said the distributor 
should schedule weekly joint-sig. 
nature space in the largest city, 
weekly 1,000-lire ads in the next 
largest market, two 50% outdoor 
showings in the primary and sec. 
ondary markets, 
newspaper advertising for smaller 


sap haga tee ides £45 


joint-signature newspaper 


plus consistent 


dealers. 

In some markets, spots, movie 
trailers and car cards will supple. 
ment the newspaper and outdoor 
co-op campaign. 

“The Second Million” will be 
stressed in the two-color pages 
in magazines. From now through 
December, the ads will appear ip 
American Home, Better Homes & 
Gardens, Fortune, Good House. 
keeping, House Beautiful, House 
& Garden, Ladies’ Home Journal, 
Life, McCall’s, Parents’ Magazine, 
The Saturday Evening Post, True 
Story and Woman’s Home Com- 
panion. 

Full pages are scheduled ip 
American Builder, American Ex- 
porter, Architectural Forum, Elec. 
trical Dealer, Electrical Merchan- 
dising, Electrical South, Electrical 
West, Retailing Home Furnishings 
and What’s New in Home Eco- 
nomics. 

Tatham-Laird, Chicago, handles 
the account. 


Join Campbell-Ewald 


John C. Stephen, who operated 
his own advertising agency in 
Cleveland for the past 10 years, 
and Ruth Warren, formerly on the 
copy staff of Station WJBK, De- 
troit, have joined Campbell- 
Ewald Company, Detroit. Mr. 
Stephen will assume both copy 
and contact responsibilities and 
Mrs. Warren will become a staff 
member of the radio-television 
department. 


Plugs Pie Crust Mix 
Kline’s Prepared Foods, Inc, 


Orlando, Fla., has launched a sec- 
tional 


Kline’s prepared mix for pie crust. 


is the agency. 


newspaper campaign for 


A. P. Phillips Company, Orlando, 


The management man’s \ 
preferred source of daily /S 
business news in the nation's 
greatest industrial area 

= the Central West. 


rf 


of 10 to 200. 


gram, Stewart Roberts, advertis- 


old and 30% (6,502,800) under six 


Discussing the advertising pro-| 


ing director, said the first full- | 
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VERITONE COMPANY 
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Spaper se |bind them into sections, sell ad- 
iting a 7 hs eae PIB and LNA vertising on covers and inserts, “ws es Grant Comell Appoints Rygh 
ry” as ‘a . ond thin cell thom 66 0 ackea'll- arp & Dohme (Canada), To- Leonard J. _Rygh has been 
ributor a ss Sign Contract ik Galle t etait eal ronto, pharmaceutical chemist, has named advertising and promotion 
mt-nigs 7 ale bf tG, a |: M AB S agents under the LNA name... .” eT — oe ad | oo me Moines Perea 
“ oa ee . ‘ in etup In addition to data on maga- jean 
ex a . ™ (Continued from Page 1) zines and farm publications, of- 7 
outdoor Pale. pe ) “ 18) magazine publisher members ficers of PIB “hope” that radio * * * * ONE journal reaches regularly eee 
nd Sec- } of MAB took over the name, rec- | networks will continue to provide at 
sistent [a = |ords and assets of PIB from Miss | data on their time billings. 
smaller 7 z' 74 Ann Edgerly, who founded PIB in| Officers of the new PIB are 
7 o 2 1912. Miss Edgerly will conduct|Frank Braucher, president of 
Pom Media Research, Inc., providing|MAB, president; T. L. Brantly, 
va dou special reports for advertisers,|Crowell-Collier, and Fred A. 
: agencies and media. Healy, Curtis, vice - presidents; 
' : The new long-term contract, | Phillips Wyman, McCall Corpora- 
will be MEIVING APPROVAL—Thomas D'Arcy | hiah makes “ey and PIB pro-|tion, treasurer, and W. H. Mullen, 
Fame rophy, — “ oe, 2 ge duction agency, provides: secretary. ene °. 
ritage Fou ion a ° enyon ’ ; ———s 
CaO ge ares Gomme we | “l. Bach month LNA will tum| al retail jewelry store in U.S.—100% Coverage 
omes & Mgrairman of the Advertising Council out for the publishers, on a cost Video Group Elects NJ reaches regularly EVERY Because jewelry stores spe- 
H nd vice-president in charge of adver- | basis, detailed monthly linage and Lawrence W. Lowman. vice-| Retail Jewelry store in U.S. cialize in small, portable 
ouse- " | Foods, examine a proof : : te listed by Jewelers’ Board of “quality” articles exquisitely 
House Wn"? Genera k P revenue reports, much as PIB|president in charge of television) 7.) : st Po soe AP oe 
% € Ht one of 50 advertisements created | now does. These new reports|for CBS, has been elected a direc-| jicted ac Sepsiners’ ~~ 7.000 1 ene aos, Ge 
urnal, Hor the forthcoming citizenship pro- oduced by LNA will b a-|tor of tie ilewialens Meondeaster hated an vopasrers , ; use — durable articles repre 
agazine Hiren to be sponsored by public serv- pr uce y \ wi e accor = th on oaacasters | more RETAILERS than are @ senting not only a ultimate 
, jeotiah Gee’ 4 ale ing to the publishers’ specifica- Association to fill the unexpired | reached by the second jewelry in artistic design but also the 
st, True Hee 4°v g g e council. oes anit eit te: detiiadel te term of Ernest H. Vogel, formerly publication—more RETAIL- maximum in gracious living, 
e Com- ——— publishers, under the PIB name a help ety wo ea tet “a oaae ge 4 ge Pr ck lies ee ee 
s s , who resigned. charter member : : ‘ i 
uted in Rededication Year|", ret in tae press| %f4.7B4 Columbia resigned in| ctintion exceeds 21,400 copes, C™*NTER ERD MEMBER Sorc eire dtiuton. 
. , ut r 
en spires Berlin over-runs of these PIB reports,|months ago | CHICAGO %& NEWYORK % PROVIDENCE * ST.LOUIS * LOS ANGELES 
lerchan- « 
lectrical Special Song 
wg a New YorK—The song that Irving 
CO- Helin had been “thinking about 
handles during the war” will be in- 
uced to the nation from 
iladelphia when fhe Freedom 
in’s arrival there Sept. 17 be- 
ld sa national “Year of Rededica- 
operated pn” (AA, Aug. 18 and 25). 
ency in(™™r. Berlin last week presented ™ 
0 years, Me song on a free and clear basis : 
ly on the [the copyright and all royalties “a 
BK, De- Ming to the American Heritage 
ampbell- Mundation—to Thomas D’Arcy 
_ aa ophy, president of the founda- 
tl onl n and of Kenyon & Eckhardt. 
e a staff tled “The Freedom Train,’ Mr. 
elevision Metiin’s gift is named for the 
undation’s special seven-car ex- jan 
bition unit which will begin a 
x ord-breaking 33,100-mile tour 
m Philadelphia, carrying more 
a es n 100 American documents to | 
sign for re than 300 communities of i 
pie crust. states. 
Orlando, | 


Promotion Expanding 


Inspiration for the Freedom | 
ain song came after Mr. Berlin 
tended a White House con- 
rence called by U. S. Attorney 
neral Tom Clark in the late 
ting to discuss the need for the 
undation’s program aimed “at 
ising the level of citizenship.” 
mething of a record was estab- 
hed in the recording business 
len less than 48 hours elapsed 
tween the time the song was 
Mposed and recorded by Bing 
iby and the Andrews Sisters. 
The motion picture industry has 
ded its cooperation to that 
edged by newspapers, radio, 
agazines, outdoor and the trans- 
lation industry. Freedom Train | 
uments are the subject of a 
cial short film produced by a 
jor West Coast studio for dis- 
dution in 16,000 theaters. Spe- 
a editions of nationally dis- 
buted comic strips have been 
wn. Study guides for every 
S. school child are being pre- 
ted by members of the Depart- 
fut of Secondary Education of 
© National Education Associa- 
y nN, with the endorsement of the 
- S. Office of Education. They 
i be distributed to become part 
the nation’s school curriculum 
the full 1947-’48 school year. 


SC Adds Three Outlets 
“fective early this fall WHBC, | 
tton, O., and KEPO, El Paso, 
77 oth 5,000 watt stations, and | 
“RV, Ann Arbor, Mich., 1,000 | 
€r, will joint the American | 
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267,000 


Grandpas and 
Grandmas 


(50 and up) 


READ 
The Detroit Times 


SPEND MONEY-TOO! 


The accumulation of years brings varying degrees of success. 
Home ownership—bank accounts, investments, stocks and 
bonds and a state of mind to go places, see things—to 
enjoy the remaining years. 


Hence, Grandpa and Grandma are to be seen at the 
best Southern resorts in the wintertime and at the best 
Northern resorts in the summertime. They require good 
food—good clothes and a better automobile. Their names 


head the best brokers’ lists of stockholders in America’s 


big corporations. 
Their greatest pleasure is buying little luxuries for their 
sons, daughters and grandchildren. 
No! Don’t discount the 267,000 Grandpas and Grand- 
mas to be found in the 400,000 families who read The 
Detroit Times every day. They respond to Detroit Times 


EVERY DAY 


sting Company network. advertising — too. 


The DETROIT TIMiS 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


NO COVERAGE IS COMPLETE WITHOUT 
THE 400,000 FAMILIES REACHED BY 


Over 100 Jdeas 


TEADS IN COLOR by National Designer 
“AIL $1.00 ONE DOLLAR TO 
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45 Woll Street, Los Angeles 13. Calif. 
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Western Appoints Gordon 


Mary Lou Gordon has been ap- 
pointed copy chief of Western Ad- 
vertising Agency, Los Angeles. 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America's 
leading advertisers for over a decade. 


NOTE: We now have facts compiled by the 
* Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information, 


Greenbelters 
Protest Prices, 
Limited Services 


(Continued from Page 1) 
Greenbelt, like many other com- 
munities, has growing pains. When 
it opened in December, 1937, it 
had homes and stores for 886 
family units. Though it has added 
1,000 housing units for war work- 
ers, Greenbelt has not provided 
additional shopping facilities. 
Several members of the com- 
munity went before the House 
small business committee last 
week to complain that their town, 
14 miles outside of this city, lacks 
many of the conveniences of other 
towns of equal or less size. 
While the co-op offers two 
grocery stores, a drug store with 


Mr. Willard Karl 


De Soto-Piymouth Deoler, 
Posadena, California 


Willard Karl, formerly the Dis- 
trict Manager for the De Soto 
factory in Washington, D.C., and 
more recently serving in the 
samecapacity forthe LosAngeles 
territory, has spent a lot of time 
in teaching dealers how to “up” 
their sales...how to move used 
cars! 

When he left the factory to 
establish ‘his own De Soto-Ply- 
mouth dealership in Pasadena, 
three years ago, he was already 
an“old hand” at appraising news- 
paper values! 


Advertising means 


ISELLING 


when we use THE INDEPENDENT! 


Says Mr. Karl: “I’ve never 
known anewspaper’s reader audi- 
ence to be so responsive to ad- 
vertising as that which you have 
in The Independent; advertising 
in your paper in one day—means 
Sales for us the next, whether 
its Cars, Service or Accessories. 
That’s why we're increasing our 
linage with you every month. 
To find out more about the 
dividends awaiting the ad- 
vertiser who spends more in 
The Independent, call or write 

REYNOLDS - FITZGERALD, INC. 


_ PASADENA INDEPENDENT 


COMPANY @ WABash 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 1204 


| 


luncheonette, a variety store, 
movie theater, service station, 
garage, community bus, traveling 
store, laundry-dry cleaning-shoe 
repair shop, appliance sales and 
service store, tobacco and candy 
store, barber shop and beauty par- 
lor, they miss restaurants, hard- 
ware stores, haberdasheries, shoe 
stores, women’s ready to wear and 
others. 

Some, confident that they could 
bring their food bills down, asked 
Congress to “do something” about 
the failure of the Public Housing 
Administration to act on offers 
from a number of area businesses 
which would like to go into 
Greenbelt. 

While few Greenbelters are 
complaining about the 10-year 
lease which gives the co-op an 
exclusive franchise on the town’s 
best business area, they see no 
reason why other business areas 
cannot be opened to those who 
will offer the co-op direct com- 
petition. 


Bauer Protests Setup 


Among the most vigorous in 
urging that Greenbelt be opened 
to private business is youngish 
“Mayor” George Bauer, a long- 
time Greenbelt resident. He said 
he is “tired of being a guinea 
pig.” He sees a need “for a group 
of solid business men, owning 
their own businesses, to act as a 
financial rock in our town.” 

Such people, he feels, are the 
type “whom residents turn to in 
times of need for donations to a 
worthy cause, who pay taxes, who 
have an interest in the people, not 
only financially, but socially, po- 
litically and morally; men willing 
to take chances on a competitive 
basis and give the people goods 
at prices they can afford to pay.” 

Samuel F. Ashelman, general 
manager of the co-op, denies that 
Greenbelters overpay for food, or 
anything else. Now that it is pos- 
sible to build again he promises 
new services—a larger supermar- 
ket, restaurant, bakery, junior de- 
partment store, bowling alleys and 
other facilities, as soon as con- 
struction can be arranged. 


Safeway Figures Subpoenaed 


The small business committee 
staff subpoenaed price surveys 
which had been made by Safe- 
way, showing co-op prices aver- 
aging 7% above Safeway on 137 
identical items. 

Mr. Ashelman produced his own 
surveys for 111 items. By his 
figures the co-op matched Safeway 
on 54; was lower on 11; higher on 
eight, and there were 40 “not 
comparable.” 

The Greenbelt figures had been 
supplied by a “‘consumer advisory 
committee,’ Greenbelt housewives 
who are sent out several times a 
year to check the co-op prices 
against those of the area’s inde- 
pendent and chain stores. 

“The co-op competes item by 
item with the large chains, and 
pays a patronage refund in addi- 
tion,” Mr. Ashelman insisted. 


Up for Reelection 


The true feeling of Greenbelters 
toward their co-op may come to 
light next month when Mayor 
Bauer and his colleagues on the 
town council must stand for re- 
election. Mr. Ashelman is con- 
fident that the town will support 
the co-op. “Nearly two-thirds of 
the families are members. If they 


did not like the co-op they could 
vote it out of business any time | 
they want.” 

Only once in the 10 years has | 
the town voted on any sort of pri- | 
vate business investment in| 
Greenbelt. That vote was 1,106 
to 309 against the proposal for a 
liquor store. 

The co-op feels that the public 
and the government are all getting | 
“a good break” from the present | 
arrangement. The government 
collects a percentage on the gross | 
sales of most of the co-op busi- 
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nesses: for example, 2% on food; 
5% on drugs and fountain; 3% on 
tobacco; 5% on the valet shop, 
10% on the beauty parlor, 15% 
on the motion picture theater. 

When the co-op obtained a new 
10-year lease last fall, Public 
Housing Administrator Dillen S. 
Myer said he was perfectly satis- 
fied with the arrangement. 


Denies Monopoly Charge 


The co-op denies that it has 
a “monopoly” on this sizeable 
market, since most Greenbelt- 
ers work in Washington and can 
presumably shop there if they 
like. Moreover, Washington stores 
deliver to Greenbelt. Mr. Ashel- 
man adds he wouldn’t be around 
long if co-op members felt they 
were being over-charged. 

What about the tax status of 
the co-op, a subject currently be- 
fore several Congressional com- 
mittees? 

“We enjoy no tax exemption 
whatever,” Mr. Ashelman insists. 
“If the amount of income tax paid 
by the cooperative is smaller than 
some comparable private  busi- 
nesses, it is because the coopera- 
tive returns most of its sales mar- 
gin to the customers in the form 
of patronage rebates. 

“Consumer cooperatives get no 
privileges under the tax laws 
which Macy’s and other private 
corporations do not enjoy. 

“For example, Macy’s pays a 
1% rebate to all its deposit ac- 
count customers who purchase 
over $100 a year. This rebate, 
which is the same as the coopera- 
tive’s patronage rebate, is no part 
of Macy’s net income and is there- 
fore not subject to income tax.” 

With $1,426,586 of gross sales in 
its 16 stores and services last year, 
the co-op paid a 5% dividend on 
the $205,000 of capital stock in the 
hands of 2,466 Greenbelt families. 
In addition it gave all customers 


a 25% cash refund on their pur. 
chases during the year. This Cash 
refund, amounting to $20,223, wa 
double the 1944 cash refund. _ 

The small business committee js 
combing through the financia) 
records of about 50 large cop. 
sumer and farm co-ops “to de. 
termine whether their expansion 
has been due to retained savings 
and whether those savings have 
been largely the direct aftermath 
of being tax-exempt.” 


Three Join McPhail 


Sam T. Gay, formerly genera] 
manager of National Candy Com. 
pany, St. Louis, has been ap. 
pointed vice-president and gen. 
eral manager of McPhail Choco. 
lates Corporation, Chicago. C. My 
Said and Frank T. Glenn have 
been named merchandising direc. 
tor and production manager, re. 
spectively, of McPhail. Both were 
formerly with National Candy. 


Lovitz Opens Agency 

David B. Lovitz, for the past 
two years advertising manager of 
O. D. Jennings & Co., Chicago coin 
machine manufacturer, has re- 
signed his post to open a new 
agency, David B. Lovitz Adver- 
tising, with offices in the Lyon & 
Healy building, 62 E. Jackson 
Blvd., Chicago. 


* YOUR DIRECT MAIL* 


the day you want it 
the way you want it 
eee 
Direct Mail Specialists 
eee 


®@ Multigraphing @ Mimeographing 
* Mailing @Addressing 
@ Addressograph Lists 
@ Varityper Composition 


CALDWELL 
LETTER SERVICE 


8 WEST ONTARIO STREET 
yor 8154 a 


New York 


PHILADELPHIA 


Effective September 1, 1947 


The New Hampshire Morning Union 


The Manchester Evening Leader 


(Manchester, N. H.) 


The Burlington, Vt., Daily News 
The St. Albans, Vt., Daily Messenger 


announce the appointment 


of 


Gilman, Nicoll & Ruthman 


National Advertising Representatives 


CHICAGO 


Boston 
San FRANCISCO 
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REPORT ON EUROPEAN BUSINESS—The New York Council of the Four A's 
held a luncheon meeting to hear first hand reports on the European business 


i te ‘ 
ee ae 4 
. ou ae . 
i %, 
i ~~ 
6 = 


scene from Sigurd S. Larmon, president of —— & Rubicam, and F. B. Ryan 
+t 


Jr., president of Ruthrauff & Ryan. Left to rig 


at the speakers’ table are 


Frederic R. Gamble, president of the Four A's; Mr. Larmon; Harold B. Thomas, 
vice-president, Pedlar & Ryan, and chairman of the New York Council, and 
Mr. Ryan. 


ROBERT PLOWE 

Cu1icaGo—Robert Plowe, 58, ad- 
vertising manager of Common- 
wealth Edison Company, died at 
his home here Aug. 22 of a heart 
attack. 

Mr. Plowe had spent 36 years 
in the advertising field. Before 
joining the utility company in 
1937, he served im advertising ca- 
pacities with Marshall Field & 
Co., International Harvester Com- 
pany, the Chicago News and Trib- 
une, Hotpoint, Inc., and advertis- 
ing agencies. He was appointed 
advertising manager of Common- 
wealth Edison in 1939. Mr. Plowe 
was 3rd _ vice-president of the 
Public Utilities Advertising Asso- 
ciation. 


H. K. HOTTENSTEIN 


EVANSTON, ILL.—Henry K. Hot- 
tenstein, 70, long the Chicago re- 
gional business manager of Iron 
Age, died here Aug. 18. He was 
advertising representative of 
Philadelphia newspapers in the 
1890s. In 1909 he joined Engineer- 
ing & Mining Journal, was busi- 
ness manager of Mining & Metal- 
lurgy from 1922 to 1926, and co- 
publisher of Sanitary & Heating 
Age from 1926 to 1931, when he 
became regional manager of Iron 
Age here. 


JOHN MONTGOMERY 
EDWARDSVILLE, ILL.—John A. 
Montgomery, 26, vice-president 
of the P. S. Montgomery Com- 
pany, outdoor advertising com- 
pany here, died in Pontiac, IIL, 
Aug. 25 from injuries suffered in 


an automobile accident near that 
city, 


JOHN L. GARTSIDE 


Cuicaco—John L. Gartside, 61, 
western manager of the American 
Press Association for 20 years, 
died here Aug. 25. He previously 
served in the advertising depart- 
ment of the Chicago Tribune. 


VICTOR H. WILLIAMS 

_ MmnNEaPOLIS — Victor H. Wil- 
ams, sales promotion manager of 
Station KOIL, Omaha, died here 
Aug. 25 following an emergency 
appendectomy while on vacation. 


RUSSELL H. ALVIS 


CLEVELAND — Russell H. Alvis, 
former sales representative here 
of Progressive Architecture, who 
resigned in May because of ill 
health, died Aug. 17. 


DAVID YAFFA 
SYDNEY—David Yaffa, 54, man- 
4611 director of Newspaper 


, Australian newspaper and 
étvertising publication, and also 
ging director of Yaffa Syn- 
e and Rotary Colorprint Com- 
bany, died here Aug. 13 following 


OSIERY Industry 


} | a) 
in g this Be on exclusive! y 
IKNIT GOODS WEEKLY 


YNE MADISON AVE. * NEW YORK 10, N.Y. 


a stroke. 

Mr. Yaffa, a native of Sydney, 
was generally credited with in- 
troducing American pictures and 
comic strips to Australian news- 
papers. He was Australian and 
New Zealand representative for 
Time, Inc. He established News- 


paper News, Australia’s only 
newspaper and advertising trade 
journal, in 1928, and Rotary Color- 
print Company, which now prints 
Reader’s Digest as well as other 
publications, in 1940. 


W. M. SOUTHAM 


Ottawa, Ont.— Wilson Mills 
Southam, 78, director of the 
Southam Publishing Company, 
died Aug. 24 following a three- 
month illness. Mr. Southam was 
at one time publisher of the 
Ottawa Citizen. 


ALFRED S. HARRIS 

CLEVELAND — Alfred Stull Har- 
ris, 56, nationally known inventor 
in the graphic arts industry and 
president of Harris-Seybold Com- 
pany, maker of printing equip- 
ment, died here Aug. 23. 


MILO T. GATES 

PIEDMONT, CaL.—Milo T. Gates, 
54, for four years Pacific Coast 
manager of Crowell-Collier Pub- 
lishing Company, at San Fran- 


|cisco, died of a heart attack Aug. 
| 24 at his home here. He had been 
ill for a week. 

| Mr. Gates entered the agency 
| business in Omaha, and_ later 
|} moved to San Francisco where he 
| joined the advertising department 
of the California Packing Com- 
| pany. Before joining Crowell- 
| Collier in 1934, he was with Blan- 
chard-Nichols, magazine publish- 
ers’ representative. 


53 
Russel Seeds Moves 


The Hollywood office of Russel 
M. Seeds Company has moved to 
1469 N. Vine St. 


AN EXCITING NEW CONCEPT IN PRODUCTION AND OIsTer- 
BUTLON OF 16MM COMMERCIAL AND EDUCATIONAL FILMS 


MUNTZ 
MAKES - 
MOVIES 


. RODUCTIONS, 6425 HOLLYWOOD BivD 
a sche aicaecnaeMisicastes ROLLEWOOS 28 Cai 


o THE VERITONE COMPANY 


57 W. GRAND AVE., ° CHICAGO 10 
WHITERALL 5957 
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inseparable 


Cincinnati, machine tool center of the 
world, builds machinery faster than you 
can say “Big Business.” This helps make 
Cincinnati filthy-rich. Maybe the U.S. wouldn't 
be broke without the Cincinnati market, 
but it would be badly bent. 


Member of the American Newspaper Advertising Network 


Owners and Operators of Radio Stations WKRC and WCTS 


HULBERT TAFT, President and Editor-in-Chief 


em £3 


To advertisers Cincinnati and the Times-Star 
are inseparable. While many swains pay court with. 
candy and flowers, advertisers woo the 


. This gadget cuts teeth. It doesn’t need 
e a teething ring though, for the teeth are om 
P gears. It scampered off a Cincinnaté 


production line and may be in Peoria 
or Vladivostok by now. 


. 


~eee#eeeese#.&s&* ee 


. Cincinnati market through the Times-Star— 
» number one choice in Cincinnatt. 
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PEOPLE IN GRAPHIC ARTS 
ARE ENTHUSIASTIC ABOUT 
HIGHLIGHT MAGAZINE 


Write us for sample copy 
Subscription $8.00 per Year 
Advt. Rate Card on Request 


HIGHLIGHT "NewYork ht, 


Advertising in the Test Stage 


Pepsi-Cola Starts 
Testing 5c Price 
in Detroit Area 


MATHIESON 


ALKALI WORKS 


uses 


the REPLY-O 


Te 


REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 11 


Detroit — Pepsi-Cola Company 
is using its Michigan territory to 
test possibilities of returning to 
the old nickel price. 

Last December, faced by rising 
sugar and labor costs, Pepsi raised 
its case price to dealers from 80 
‘cents to 96 cents ($1 in a few 
|areas), and began advertising its 
|/12-ounce drink at six cents. 
'Coca-Cola Company, meanwhile, 
‘has continued an 80-cent case 
|price to retailers and advertises 
| Coca-Cola’s five-cent price. 

Pepsi’s Detroit bottler has run 
a large-space announcement in 
'the Grocer’s Spotlight here, tell- 
ing retailers it again is offering 
|cases at the 80-cent price, per- 
|mitting a 50% markup at the 


If you could select 2600 typical 


American communities, then pick 
two leaders of each business classifi- 
cation in each town to get a cross 
section, and if you could advertise 
just to the 175,000 of them in one 
publication without any waste at 
less than $700 per page per month 
~you’d have something, wouldn't 


you? You bet you would— you'd 


aé KIWANIS 


520 NORTH MICHIGAN AVENUE e CHICAGO 11, 


have The Kiwanis Magazine. Our 
bylaws limit membership to owners 
of businesses, practicing profes- 
sional men and bona fide execu- 
tives. And only the most successful 
and articulate in each group are 
selected to join Kiwanis. Find out 
how to make your institutional and 


public relations message get action. 


Write for further information. 


“gine 


PUBLISHED - COMMUNITY LEADERS 


ILLINOIS 


|recommended nickel retail level. 
That margin of 40 cents per case} 
is less, however, than the 48-cent 
margin for dealers who pay 96 
cents a case and sell the case for 
$1.44 at the six-cent per bottle 
rate. 

If sales are so increased in De- 
troit and other franchised areas in 
Michigan that unit manufacturing 
costs drop, Pepsi will put the 
plan in effect nationally. Pepsi 
spokesmen say that their sales in 
New York, Chicago and certain 
other metropolitan markets where 
they have long led Coca-Cola, 
have continued to dominate the 
lower-price Coca-Cola this year. 


GENERAL ANILINE | 
WIDENS GLIM TEST 

New YorK—General Aniline &| 
Film Corporation has expanded | 
distribution of Glim, liquid soap- | 
less cleaner, first introduced and 
tested in Kalamazoo last summer 
(AA, July 1, 1946), to Michigan, 
| Indiana, Illinois and a wide belt 
| moving west and extending from 
| Washington, D. C. to the Allen- 
| town- Bethlehem, Pa., area. 

Insertions of varying sizes, 
| ranging from 1,470 lines to 130 
| lines depending upon the city size, 
| are appearing in 20 newspapers of 
| 16 cities in this area, promoting a 
|29-cent bottle, “enough for 50 
| dishwashings.” 

Radio spots and station breaks 
|are supporting the newspaper 
| campaign. 

General Aniline also makes a 
liquid cleaner for automatic wash- 
|ing machines, said to have a con- 
trolled foam property. This prod- 
uct, Chat, is sold through 15,000 
| Kaiser and Thor dealers. No con- 
sumer advertising on Chat is 
| planned at present. Doherty, Clif- 
| ford & Shenfield handles the Glim 

campaign. 


GROCERY CHAIN USING 
UNUSUAL SMALL ADS 


San Dreco—ServAll Stores, op- 
erator of 392 grocery stores in 
this area, has begun an unusual 
test tying in its name with na- 
tionally advertised grocery items. 

In addition to the chain’s regu- 
lar listing of products in large- 
space ads, ServAll is running in- 
sertions as small as 14 lines in the 
San Diego Journal listing the 


DELRICH Margarine 


COLLINS 


MILLER & 


HUTCHINGS 
Lut bey 


207 N. MICHIGAN AVE. CHICAGO 


Cudahy’s New 39 c | 


- E-Z Color-Pak ...Lb. 


Full List of LL :< on Page 7 
SERYA ALL FOOD STORES 


prices of foods, soaps and other 
brand-name products promoted by 
manufacturers in larger ads on 
the same page. 

Each of the small test ads is 
captioned, “As Advertised This 
Page.” The price of one to three 
products advertised separately 
elsewhere on the same page is 
given, with ServAll’s logotype and 
a page reference to its own large 
weston in the issue. 


FISHER STARTS TEST 
‘FOR HOL-GRAIN WAFERS 

SEATTLE—Test advertising of 
| Hol- Grain wafers has_ been 
launched in newspapers here by 
Fisher Flouring Mills Company, 
and will be extended soon to 
dailies of Spokane, Wash., an 
Portland, Ore. 

Advertising and selling of the} 
wafers has been taken over by | 
Fisher, although 
made by Hol-Grain Products, 
The wafers, never before adver- 
tised, are sold in restaurants, | 
'clubs and specialty stores nation- | 
ally. They have been on the mar- 
| ket for 15 years. 

The test campaign in the North- | 
west opens with 300-line space on 
| the theme, 


Inc. | 


the product is | 


“Everybody Loves Hol- | | 
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PRICES STILL SIX TO FIVE—Since last December, Pepsi-Cola Co. has adver. Im confe 
tised Pepsi's 6-cent price, while Coca-Cola Co. stil plugs the nickel price—as MB ting | 
these ads last week in Chicago dailies show. Pepsi has now begun testing a Th 
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rain Wafers.” wi e fol- radic 
lowed by consistent use of small- ANAN Papers paigt 
space ads and recurrent use of hd re) : ose 
larger space. Give 2% Discount a 
Trade publication advertising| New Yorx—Effective Sept, iJmeithe 
will follow to help build wider|all “activated” newspapers iq@ direc 
national distribution. _. |American Newspaper Advertising good 
Pacific National Advertising | Network which give 2% cash dis4m char: 
Agency here handles the account. | counts to advertising agencies foqm™ tione 
aia amas business placed direct will givgi tion 
Moseley Advanced as the same discount for  businesg™ the 
R Ids ‘ FC&B placed through the network. of st 
eyno eaves Of the 53 newspapers whic crea 
L. G. Moseley, who was Armour|now comprise the network, s prog 
account executive in the Chicago|Eqward D. Madden, executivg etc.” 
=, g Paging A Pings |vice-president, the following 
Coast last year, has been named a papers allow this dis Tre 
manager of the agency’s San Fran- ; 
cisco po So wr Atlanta Journal, Birmingham For 
He succeeds Herbert K. Rey- News and Age-Herald, Charlott N 
{nolds, who has retired from the|Observer, Columbus Dis patchg™ port 
‘agency. Mr. Reynolds is moving! Dayton News, Hartford Courant Vid 
|to the Monterrey Peninsula and | [Indianapolis News, Louis villgg O™ 
will devote himself to writing. | Courier-Journal and Times. Mil . . 
: waukee Journal, Minneapolis Sta Cou 
Appoints Hazelton A.M. and Tribune, New Orleans Times cont 
Robert G. Hazelton, formerly| Picayune and States, Omahd ers, 
account executive of Paris &| World-Herald, Providence Jour Inc. 
Peart, New York, has been ap-| nal and Bulletin, San Antonio E14 Con 
pointed advertising manager of| press and News, St. Paul Dispatch Ad\ 
Rubsam & Horrmann Brewing|and Pioneer Press, Toledo Blai@m %° 
on Hav 
Company, Staten Island, maker of|and Sunday Times, Washingto ia. 
R&H beer and ale. He succeeds | star, Worcester Telegram-Gazettelm 
Edward H. Acree, who resigned to| 4 marillo Globe and News, Corpu rb 
engage in his own merchandising ‘er “aii ve 
consultant service, with headquar- bk “taivenil and shige o Pan 
ters at Schooleys Mountain, N. J.| W@yne Journal-Gazette, pe fe 
Paris & Peart is one of Mr. Acree’s |Scrantonian and Tribune; Record tra 
accounts. and Times Record, Troy, N. Y. 2 
——__»— and the Record-Herald, Wausau - 
Wright Leaves TWA _ cor 
Theon Wright has resigned as ; : whe 
director of public relations for the}; RCA Appoints Winters te 
international division of Trans! j44,.01q M. Winters. former Eas ong 
World Airline, New York, to be- Central regional manager for RCA the 
a | a rete ew cod Victor, has been named directo 5. 
ized international public relations | 5¢ tp, company’s distribution deal or 
firm. Mr. Wright joined TWA in partment, ste ottices at Camdengl 4, 
1938 as director of publicity for N. J ee 
the eastern region. He later be-|""* ** Va. 
came publicity director for the 
system, and in 1940 was appointed L 
director of public relations. WHAT STUDIO DO THE BIG A 
EA hs ADVERTISERS USE FOR | 
CONTINUITY 
Hansen Transferred STRIPS > a 
John Hansen, account executive ne 
of Knollin Advertising Agency, Ly eae’ it 
|has been transferred from the NEW YORK 17 NY. ir 
| agency ’s San Francisco office to its , 


Los Angeles office. 
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Scelling them to listeners, will re- 


City College Sets 
Fourth Annual 
Radio Contest 


New York — Outstanding new 
radio programs of 1947, as well as 
noteworthy promotion jobs in 


ceive recognition in the fourth an- 
nual National Radio Awards con- 
test of the City College of New 
York. 

Announcement of this year’s 
competition, which will include 
categories for stations, networks, 
advertising agencies, sponsors and 
program producers, is made today 
py John Gray Peatman, chairman 
of the committee on National 
Radio Awards. 

Presentation of the plaques and 
certificates of merit for outstand- 
ing skill and craftsmanship in the 
creation and promotion of air- 
waves entertainment will be made 
next spring at City College’s 
fourth annual radio and business 
conference. Deadline for submit- 
ting entries is Jan. 31, 1948. 

The panel of judges, composed 
of business paper editors, will 
base its decision on whether the 
radio program or promotion cam- 
paign accomplished a specific pur- 
pose or objective. In the case of 
the former, “the purpose may be 
either or both the development of 
direct sales or the attainment of 
good-will, prestige and other 
characteristic functions of institu- 
tional advertising.” For a promo- 
tion drive, “the objective may be 
the sale of a particular program, 
of station or network time, the in- 
crease of listening audience of a 
program or station or network, 
etc.” 


Transportation Ad Firms 
Form New Space Pool 


National Association of Trans- 
portation Advertising and indi- 
vidual transportation advertising 
companies have organized a pool 
of 4,000 three-sheet poster spaces 
for the support of Advertising 
Council campaigns. Space will be 
contributed by Transit Advertis- 
ers, Inc., Transportation Displays, 
Inc. Chicago Car Advertising 
Company, and New York Subways 
Advertising Company in New 
York, Chicago, Philadelphia, New 
Haven and Boston. These facili- 
ties are in addition to the more 
than 18,000 car card spaces con- 
tributed each month by these com- 
panies to council projects. 

During the period 1942-’45, the 
transportation advertising indus- 
try contributed space valued at 
$3,000,000 to approximately 50 
war theme campaigns. With the 
continuation of the activities of 
the council after V-J Day, trans- 
portation advertising firms in 
more than 250 cities have donated 
an average of 75,000 spaces each 
month to council-approved pro- 
grams. During the first 16 months 
of the council’s peacetime opera- 
on, this donated space was 
valued at more than $1,200,000. 


'L. A. Times’ Expands 
Ad Size Limitations 


The Los Angeles Times has an- 
hounced that receipt of additional 
hewsprint tonnage makes it pos- 
‘ible to expand its maximum size 
“aily to 1,200 lines, effective Oct. 

No change in the Sunday size 
imitation of 1,000 lines is ex- 
pected, 

_ Promotion advertising for pub- 
ons, within the maximum 
z@ limitation, will be acceptable 
y, effective Oct. 1. Radio pro- 
gr advertising, daily, will be 
table, but with a maximum 

‘per unit of 100 lines. 


Field Acquires ‘Times’ 

Marshall Field, editor and pub- 
* of the Chicago Sun, has ac- 
ed 98% of the stock of the 
igo Times, paying $60 a share 
iore than 85,000 shares. He 
xtended to Sept. 20 the dead- 
for buying the remainder at 
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Last Minute News Flashes 


Plans 2nd Contest for La France Bluing Flakes 

New YorK—General Foods Corporation will launch a second con- 
test Sept. 7 for La France bluing flakes, in which $1,000 and 40 West- 
inghouse Laundromats will be awarded winning contestants who com- 
plete the sentence, in 25 words or less, “I like La France bluing flakes 
containing Luminess better than any other bluing because...” First 
prize winner will receive both a washer and the $1,000 cash. Entries 
must be accompanied by a box top. Contest will be promoted Mon- 
days, Wednesdays, and Fridays during the contest period, which closes 
Oct. 4, via “The Second Mrs. Burton” on 65 CBS stations and three 
consecutive weekly 1,000-line newspaper ads across the country. 
Young & Rubicam is the agency. ’ 


Belding to Direct Joint ‘American Economy’ Drive 

New YorkK—Don Belding, Los Angeles, chairman of the board of 
Foote, Cone & Belding, will move to New York about Oct. 1 for four 
or five months to assume active direction of the joint committee of 
the Association of National Advertisers and the American Association 
of Advertising Agencies on a proposed campaign with the Advertising 
Council for better understanding of the American economy. H. M. 
Shackelford, vice-president of Johns-Manville Sales Corporation, 
New York, is interim chairman of the committee. 


Toni Starts Fifth Network Show Oct. 27 

CuIcaco — Toni, Inc., St. Paul home permanent wave maker, has 
signed for the 11 a.m. EDT period on the full NBC network, starting 
Oct. 27, for an as yet unnamed, unwritten dramatic daytime 15-minute 
serial. The new program gives Toni five coast-to-coast shows, and 
makes this relatively new advertiser one of the largest buyers of air 
time. Foote, Cone & Belding is the agency. 


Nicholson Named Publisher of ‘Elks Magazine’ 


recent years director of group relations of United States Brewers 
Foundation, becomes publisher and general manager of the 930,000- 
circulation Elks Magazine, Sept. 1. Mr. Nicholson is a past grand 
exalted ruler of the order. O. E. Bond is retiring as business manager 
of the magazine. 


Sonora Stresses Co-op Dealer Advertising 

Cuicaco—Sonora Radio & Television Corporation, which recently 
presented its new fall line to distributors, has decided to shift the 
bulk of its 1947 advertising to cooperative dealer newspaper copy and 
point-of-sale material. Sonora will continue two-column ads in 
American Magazine, American Home, Collier’s, Esquire, Junior 
Bazaar, Look and True, as well as its direct mail drive. Copy em- 
phasizes AM-FM phonograph combination console models. Weiss & 
Geller is the agency. 


Watkins to Promote Dr. Lyons Toothpaste 

New York —R. L. Watkins Company, division of Sterling Drug, 
which for years has urged the American public to clean its teeth the 
dentist’s way—with powder—reportedly will introduce a Dr. Lyons 
toothpaste early this fall. A big advertising push, via radio and 
newspapers, is planned. 


Winthrop Will Advertise Deka Cough Syrup 

New York—Advertising for Deka, Winthrop Chemical Company’s 
new cough syrup, gets under way this month with a campaign to sell 
doctors. Copy, starting with current issues, has been scheduled for 
most medical publications by this Sterling Drug, Inc., subsidiary. 
Harry C. Phibbs Advertising Company, Chicago, handles Winthrop 
advertising in professional publications. 


Pepperell Expects CBS Schedule 
Extensive Sales Shows Night Gaps 
for New Blanket New YorK—Sale of the Sunday 


10:30-11 p.m. spot to Luden’s, 
Boston — Predictions that the|Inc., leaves the Columbia Broad- 
new Pepperell Glolon blanket— 


Big New Treat for Dogs and Cats! 


CHICK N RICH 


Every day, ail over town, dog and 
cat owners are discovering bow 
eagerly their pets go for this 
tergpting chicken-treat. So good, 
So nourishing, so full of health. 
giving vitamins and minerals— 
it has fast become the favorite of 
thousands. Ready to serve. 


SOLD AT LEADING STORES 


DIFFERENT! BETTER! 


FOR DOGS—Weekly newspaper copy 
averaging 150 lines is being used in 
Chicago by Poultry Food Products, to 
boost its Chick-N-Rich. The dog and 
cat food was discontinued during the 
war and the present drive is an expan- 
sion of a campaign begun last spring 
to reintroduce the product. It will be 
extended into other midwestern mar- 
kets soon. 


Hardware Brand 
Names Winners 


NEw YorK — James R. Nicholson, veteran beer executive and in| 


Are Announced 


CoLumBus, O.—Winning retail- 
ers were announced last week in 
the National Hardware Brand 
Names Advertising Contest spon- 
sored by eight leading manufac- 
turers in the hardware field. 

The contest invites entries for 
judging as the best advertisements 
used by retailers featuring na- 
tional brand hardware and the 
advantages to the public of buying 
name brands. 

First prizes, entitling each win- 
ner to $400 worth of items bearing 
brand names of the contest spon- 
sors, were awarded to Star Hard- 
ware Company, Birmingham, Ala., 
for the best newspaper ad in a city 
of more than 100,000 population; 
to Gulf Supply Company, Beau- 
mont, Tex., for the best news- 
paper ad in smaller cities or 
towns, and to Charles Gustafson, 
Mt. Tremper, N. Y., for the best 
direct mail advertisement. Other 
prizes, as well as merit awards, 
also were distributed. Entries 
were judged by the Brand Names 
Foundation, New York. 

Sponsoring manufacturers in- 


clude Union Fork & Hoe Company, 
Stanley Electric Tool Division, 
Henry Disston & Sons, Carborun- 
dum Company, Fayette R. Plumb, 
Inc., E. C. Atkins & Co., Lufkin 
Rule Company and Yale & Towne 
Mfg. Company. 
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New Ad Device 
for Drug Counters 
to Get Test Soon 


New YorK—A new electrical 
point-of-sale advertising medium 
and service device for soda 
fountains and lunch _ counters, 
currently being demonstrated at 
the 385 Fifth Ave. offices of the 
Tell-a-Turn Corporation, will 
undergo a practical test in the 
| field soon. 
| The first installation will be 
made in a New York store in the 
/near future. 

Chief purpose of the device, an 
invention of Peter A. Bucky, 
president of Tell-a-Turn, is to 
‘enable the attendant to identify 


| the order in which customers are 


able to be waited upon, thus elim- 
inating one of the most frequent 
causes of customer dissatisfaction 
and speeding up service. At the 
same time, articles sold in the 
store are shown on a screen in 
full color. 

A small stainless steel box is 
located in front of each person 
seated at the fountain. When the 
customer sits down, a contact is 
made in the stool which lights up 
a number in the front of the box, 
indicating the turn in which his 
order is to be taken. While he is 
seated, full-color advertising will 
be projected on the screen located 
at the front of the box facing the 
customer. These advertisements 
will be sold principally to national 
advertisers on a basis of actual 
patronage of the soda fountain. 

Final arrangements for national 
distribution and sales of advertis- 
ing space have not yet been com- 
pleted. 


WESTON H. SETTLEMIER 


San FrANcisco—Weston H. Set- 
tlemier, secretary of Brisacher, 


Van Norden & Staff, died suddenly 
at his home here, August 26. He 
|was 46. Before joining the Bris- 
/acher firm, 12 years ago, he served 
| as assistant to the president of the 
California Citrus Growers, and as 
|director of sales and advertising 
for the M. J. B. Company. 


‘Outdoor Life’ Names 
Glennon Ad Director 


Stephen P. Glennon, vice-presi- 
dent and a member of the board 
of directors, has been appointed 
advertising director of Outdoor 
Life, New York. He continues as 
advertising director of Popular 
Science Monthly, a post he has 
held since 1939. 

Wilbur L. Menne, West Coast 
manager of Popular Science and 


casting System with two hours 
50% wool and 50% rayon—will 
have a consumer pull greater than 
any blanket on the market today 
are being made by the Pepperell 
Mfg. Company. 


and 25 minutes available evening 
network time on the fall sched- 
ule (as of Aug. 27). 

However, total hours—61—sold 
as of October this year are four 


formerly western manager, has 


Launches Ad Series been promoted to advertising 


manager of Popular Science. He 
to Promote World Trade |will make his headquarters in 
Time-Life International will use| New York. 


its own publications and 10 other 


|more than the figure for October, 
1946. 
Open evening hours at CBS in- 


The new blanket weighs 3% 
pounds and is priced to sell in the 
“popular $7.95 price range.” It is 
the result of many months of re- 
search. 

“One of the big features of this 
new product is the special crimped 
rayon used in the filling, which, 
when combined with the natural 
curl of the South American wool, 
produces a finish that has all the 
advantages of natural fiber blan- 
kets selling at higher prices,” the 
company declares. 


day 10:30-11; Saturday 7:30-8, 
8:30-8:55 and 9-9:30. Saturday 
8-8:30 is being held for the Joan 
Davis co-op show, now under 
consideration by CBS. 

Despite the loss of some top 
shows to NBC this year (Ever- 
sharp’s 
Rexall Drug’s Jimmie Durante 
and the Lucky Strike “Hit Pa- 

A modern attractive box has|rade”) the network’s gross bill- 
been specially designed to carry|ings for the year are expected to 
the blankets. A cut-out section|be only slightly below those for 
on the front of the box shows the | 1946, according to a CBS official. 
blanket’s color—they come in| Luden’s bought the 30-minute 
peach, blue, green, dusty rose, | segment, which will be used to 
jasmine yellow, cedar and white | a “Strike It Rich”—an audience 

| 


and eliminates unnecessary han-| Participation quiz—through J. M. 
dling | Mathes, Inc. 


Pepperell Glolon will be sold Meanwhile, Liggett & Myers To- 


: |bacco Company, which already 
only to the retail trade, but a com-| «onsors the Arthur Godfrey 11 
panion blanket, identical in con- la.m. show three days a week, has 
strugtion, will be available for) gecided to pick up the check for 
exclusive wholesale distribution.|Tuesdays and Thursdays, too. 
This blanket will be known as|Newell-Emmett Company 


the Pepperell Warmlon. agency. 


$60 price (AA, Aug. 11). 


an 


eae 


clude Tuesday 9:30-10; Wednes- | 


“Take It or Leave It,’ | 


is the| 


newspapers and magazines, be- 
|ginning Sept. 1, to sponsor the 
\latest world trade message in the 
series being conducted by the Ad- 
|vertising Council to tell Ameri- 
|cans that America needs an ex- 
| panded world trade and travel 
program. The advertisement, 
| headlined “Look . . . How Main 
|Street Has Grown,” will reach an 
estimated 37,000,000 persons. 

| C. D. Jackson, of Time-Life In- 


| ternational, is campaign coordina- 
|tor for the world trade campaign, 
|}advertising for which is 
|prepared by Compton Advertising, 
New York, volunteer agency on 
|the world trade campaign. 


| a 
| 


‘Howard Lindsay Named 


|'Emcee for Ford Theater 

| Howard Lindsa y has been 
named master of ceremonies for 
|the new Ford Theater which pre- 


mieres over NBC Sunday Oct. 5 
lat 5 p.m. This will be the first 
regular radio assignment for the 
well-known playwright, producer 


and actor. First broadcast will be 
a drama based on Mark Twain’s 
“Connecticut Yankee.” This show 
is a Kenyon & Eckhardt produc- 
| tion. 


being | 


Silk Guild to Kimball 

International Silk Guild has 
appointed Abbott Kimball Com- 
pany, New York, to handle its 
promotion campaign to reestablish 
silk merchandise in the American 
market. 


Kodak Retires Bennett 


Harold M. Bennett, manager of 
the Cine-Kodak sales division of 
| Eastman Kodak Company, Ro- 
| chester, has retired after 40 years 
of photographic activity, 22 of 
which have been with Kodak. 


National Silver to Grey 


National Silver Company, New 


York, has placed its advertising 
with Grey Advertising Agency, 
New York. Until recently, Mc- 
Cann-Erickson had the account. 
Allen-Bradley Elects 

Fred F. Loock, vice-president 
and general manager of Allen- 
Bradley Company, Milwaukee, 
maker of electrical control equip- 
ment and radio components, has 
been elected president, succeeding 


Harry L. Bradley, who has been 
|made chairman of the board. 
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IF IT 1S, MISTER, 
THEN LISTEN TO THIS... 


100 MILLION DOLLARS {That's \ast 
year's Tourist Bonus to advertisers in Arizona 
--and this year's record promises to be even 
greater. The occasional traveller of yester- 
year now shares his view of Amazing Ari- 
zona's natural wonders with hundreds of thou- 
sands of fun seeking tourists. That's plain ec- 
onomics, Mister--not fancy propaganda. 


At the Grand Canyon alone, 312,300 visitors 
enjoyed the world's most famous spectacle 
by the end of June this year. This upward 
swing to an all time high continues. 


Alert Advertisers are recognizing that the 
best way to reach and influence the buying, 
expanding Arizona market (plus the Tourist 
Trade) is through The Phoenix REPUBLIC and 
GAZETTE, the newspapers that two out of 
three Arizona families buy, read, and trust. 


ARIZONA AL SEZ: 


Thar's sumthin’ out h'yar that 

gets ‘em an keeps ‘em comin’ F} 
back till they stick .. . Makes it 
doggone worth while fer the 
hombre with sumthin’ to sell! 
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